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The average 
circulation of 
the 


Philadelphia 
Record 


for the first half of 1900 was: 


192,296 Daily 
152,803 Sunday. 


For the qutbeibonting months in 1899 the average was 
186,261 daily; 144,592 Sunday. A gain of 6,035 per 
week day, 8,211 per Sunday; or a total gain of 1,148,801 
for the six months. 

In the first six months of 1900 this paper carried 2,300,427 


lines of display advertising and during the same period in 1899 the 


amount was 2,070,941 lines. A gain of 229,486 lines. 






The advertiser is receiving much yore publicity than he expected 
when he made his contract with this paper a year ago. 


2sc. a line Daily. 20c. a line Sunday. 15c. @ line Classified. 


WRITE FOR MINIATURE COPY OF OUR ANNIVERSARY EDITION, 
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Along 


The New York 
Central 


We control the exclusive ad- 
vertising privileges in all the 
cars of Albany, Troy, Amster- 
dam, Fonda, Johnstown and 
Gloversville, Herkimer, Frank- 
fort, Ilion, Utica, Rochester, 
Lockport, Buffalo, Tonawanda 
and Niagara Falls, on both 
sides of the river. 


We run these places with our 
ownemployees; service in con- 
sequence is the best; cars 
crowded with ads, advertisers 
know where to go—enough said. 


GEO. KISSAM & C@., 
253 Broadway, New York. 16 State St., Rochester. 
124 Kirk Building, Syracuse. 378 Main St., Buffalo. 
Tweddle Building, Albany. 
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ADVERTISERS’ TYPE- 
STYLES. 


By Blennerhassett Jones. 


The largest of our retail adver- 
tisers, and many smaller ones, are 
having their advertisements set in 
some distinctive type face or com- 
bination of faces. This may be 
done by having the ad set up out- 
side and furnishing electrotypes 
to the newspapers, or by having 
the newspaper put in an outfit of 
the type wanted, which if paid for 
by the advertiser, should be re- 
served for his use exclusively. 
Outside setting-up and electrotyp- 
ing usually involve a long delay, 
but for small advertisers the meth- 
od is the best. 

The use of special advertising 
typestyles was begun by the large 
New York City department stores 
not many years ago, and its ad- 
vantages have been so obvious that 
it has rapidly become popular, and 
now the up-to-date retail depart- 
ment houses in the more important 
cities are using special typestyles. 
That all enterprising large estab- 
lishments, and even the moderate 
sized ones, are not employing them 
is due more to ignorance and fear 
of the cost than to any other rea- 
son, and it is upon this that I write 
to give information. For the cost 
is small enough, especially when 
compared with the cost of news- 
paper space, to make their use a 
desirable thing not only to the 
mammoth dry goods establish 
ment, but also to the man who 
uses only three inches and to the 
cross roads general store that fol- 
lows the methods of its larger 
brother. In but few cases should 
a typestyle outfit cost more thar 
one per cent of the total amount of 
space for which it can be used be- 
fore it wears out, and that it adds 
One per cent to an ad’s attractive- 
ness, the most incorrigible of 
those conservatively minded would 
hardly deny. By many progress- 
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ive advertisers it would be con- 
sidered as being worth fifty per 
cent of the cost of the space, and 
that it is a most advantageous 
thing ought to be quite apparent. 

Two kinds of faces have to be 
considered, one for headlines, 
called a display or “job” face, and 
one for the ordinary reading mat- 
ter, known as body letter. Job 
faces are put up in “job fonts” 
without spaces, costing from $2 
to $10, according to the size. Body 
letters are sold by the pound in 


fonts of twenty-five pounds or 
more, with or without spaces and 
quads. The standard prices regu- 
ularly charged by foundries for 
body letter are as follows: 

6 point, 64 cents per pound, 25 
pounds, $16.00; 8 point, 52 cents per 
pound, 25 pounds, $13.00; 10 point, 46 
cents per pound, 25 pounds, $11.50; 
12 point, 42 cents per pound, 25 pounds, 
$10.50. 


These are the list prices, from 
which there is a discount varying 
with the times, and conditions of 
trade. At present ten per cent. 

Making all allowances, twenty- 
five pounds should set at _ least 
thirty single column inches ab- 
solutely solid. As department 
store ads usually are set, one font 
will do for three or four columns, 
perhaps a page ad, if not crowded. 
Smaller fonts at job font prices 
are also obtainable. 

With hundreds of distinct styles 
in display faces, there are few 
notably distinctive styles in body 
letters. One of the best of them 
is Elzevir, which was the letter 
first used by Wanamaker and 
other large houses, and which is 
still used by Macy and many 
others. Elzevir is a fresh, bright 
and distinctive letter, and has be- 
come so deservedly popular that 
it is now to be found in the of- 
fice of almost every newspaper 
and job printer in the country. 
French old style seems about the 
same thing to ordinary eyes, but is 
a little more flat, and more like 
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Cadmus is 


roman than. Elzevir. 
made more 


a French old _ style 
beautiful by curves. 

Elzevir or French old style is 
sold at regular body letter prices 
for fonts of twenty-five pounds 
or more by Barnhart Brothers & 
Spindler of Chicago, The Key- 
stone Foundry of Philadelphia and 
The Inland Foundry of St. Louis. 
Good sized job fonts, sufficient to 
set six inches single column solid- 
ly, are sold at about $4 each for 


six, eight, ten and twelve point 
sizes by Barnhart Brothers, The 
American Typefounders Co., The 


Keystone Foundry, and The A. D. 
Farmer & Son Foundry of New 
York City. The Inland Foundry 
put up smaller fonts at its job 
font prices. 

The typestyle formerly used for 
headings by Wanamaker, and the 
most common in use for that pur- 
pose, is the DeVinne or DeVinne 
condensed. DeVinne is a plain 
but strikingly clean and handsome 
cut in ordinary title letter, the 
model of a stately conservatism in 
types. It has had the largest sale 
of any display type made, and is 
purchasable from nearly all 
foundries. Probably it will be un- 
necessary for the advertiser to 
buy DeVinne, for it is to be found 
in nearly all newspaper offices. 
It is not a “catchy” type. It is 
more useful for making an adver- 
tisement dignified and neat than 
for attracting attention. Yet even 
for the latter purpose it is more 
useful than many other faces, 
among them Elzevir title, claren- 
dons and old faces. 

Wanamaker now is using for 
body letter the Richelieu No. 2 
cast by The Keystone Foundry of 
Philadelphia. This type may be du- 
plicated in the Cushing or Cushing 
Monotone of The American Type- 
founders Company. The Ameri- 
can Typefounders Company is the 
type trust, and has branches in 
Boston, New York, Philadelphia, 


Baltimore, Buffalo, Pittsburg, 
Cleveland, Cincinnati, Chicago, 
St. Louis, Minneapolis, Kansas 
City, Denver, Portland, Los An- 


geles, Spokane and San Francisco. 
The Cushing Monotone is sold 
only in fonts of twenty-five 
pounds or more at the regular 





body type prices as given above 
for Elzevir. But Cushing, prop- 
er, a lighter type in appearance, 
and still less adapted to advertis- 
ing display, may be had either in 
twenty-five pound or in _ small 
fonts. There is no six point to 
Cushing Monotone, and Wana- 
maker is still using his six point 
Elzevir from Barnhart Brothers 
for small type items. There is 
also a Cushing Italic, which is 
sold in ordinary job fonts. 

For headings he has, until a 
month or so ago, used a type 
manufactured by The Keystone 
Foundry and called Admiral. 
Admiral, and the Studley of the 
Inland Foundry, are imitations of 
the much used Quentell type of 
The American  Typefounders 
Co., but in each case with modifi- 
cation and considerable distinct- 
iveness of its own. They are 
plainly readable and strong types, 
useful in many positions, and 
have the peculiar virtue of agree- 
ing with either Elzevir or Jenson 
styles, as the unscientific adver- 
tiser or compositor may use them. 

The style now in use by W ana- 
maker, and now all the “go’ 
everywhere, was suggested by the 
letters made by the artist of the 
Saturday Evening Post, Philadel- 
phia, in headlines and _ illustrus- 
tions. It was first announced by 
The Inland Foundry as the Blanch- 
ard. Soon after The American 
Typefounders Company brought 
out a face designed by the Post’s 
artist himself, and called the Post 
old style. This has been followed 
by the Plymouth old style of Barn- 
hart Brothers & Spindler, which 
is the face used by Wanamaker, 
and the Ben Franklin series of 
The Keystone Foundry. The last- 
named face is narrower than the 
others, and is to the writer’s mind 
the best in the lot. All the faces 
have italics to correspond, except 
the Ben Franklin, with which is 
furnished a number of italicized 
words in logotypes to supply ec- 
centricity. The Post old style is 
not cut in small sizes, but is fur 
nished in two weights, a heavy- 
face and a lightface, to permit 
balanced effects. 

The old time styles. sometimes 
called “colonial,” which were be- 
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ing used to advertise the long- 
standing of Ayer’s Sarsaparilla 
some time ago, and attracted so 
much attention, are known as the 
Fifteenth Century series and 
manufactured by Barnhart Broth- 
ers & Spindler of Chicago. The 
style now being used in the ads 
of the Pabst and Anheuser-Busch 
breweries and in some Remington 
typewriter ads is the MacFarland, 
cut by The Inland Foundry of 
St. Louis. Of it the Bradford old 
style of the A. D. Farmer & Son 
Foundry is a close copy, save that 
it is a slight trifle wider, and by 
so much is the better. MacFar- 
land combines the virtue of dig- 
nity with that of effective attractive- 
ness, and, properly in its place, is 
a very good type. Frederick Loe- 
ser & Co., the Brooklyn depart- 
ment store, has adopted and is 
using Bradford as its individual 
typestyle, for both heads and 
reading. While no job face is 
adapted for the easiest reading. 
needed in dry goods ads, Bradford 
is so much of a body letter that it 
fills the position fairly well. Fif- 
teenth Century has recently been 
used for heads with very great ef- 
fectiveness bv Schlesinger & 
Mayer in the Chicago papers. 

The somewhat quaint but sharp, 
clear and crisp style in which the 
Rogers-Peet ads are set by the 
New York Journal is the Caslon, 
cut by The American Typefound- 
ers Company. A similar face is 
cut by The A. D. Farmer & Son 
Foundry. It is a simple, classic 
face, practically the same as 
Roman for reading purposes, and 
is well adapted to the needs of 
advertisers wishing to impart at- 
tractiveness to the highest grades 
of advertising. It is much used 
for book advertising. 

Jenson old style is much used 
in dry goods ads as well as every- 
where else, and is characteristic 
of the ads of O’Neill’s, wherever 
found. It is a neat, clean letter 
adapted to close set work, and 
squared forms. It requires ‘little 
white space, and is misused by 
O’Neill’s. It is both pretty and 
plain, and is suitable for limited 
amounts of body. It should not 
be used, however, for a whole dry 
goods advertisement. Jenson is 


adapted from the Golden type in 
which William Morris printed his 
poems at the Kelmscott Press, and 
which he derived from the let- 
ters of the Venetian printers of 
the fifteenth century, modified ac- 
cording to his ideas. It is cut by 
The American Typefounders Com- 
pany and supplied in large job 
fonts. Morris, Ancient Roman 
and Kelmscott are practically the 
same letter as cast by other found- 
ries. The Mazarin of Barnhart 
Brothers, also apparently an imi- 
tation of Jenson, is really a dis- 
tinct face. It is not so _ well 
adapted to reading and squared 
forms, but is more catchy and very 
effective for open displays. 

The big black letters which bring 
attention to the ads of W. and J. 
Sloane in the conservative New 
York papers are the Bradley. The 
Bradley is a very beautiful let- 
ter rightly used, but will not 
stand the crowding of other type 
and is not suitable for ads con- 
taining much body matter. It is 
not well used in the Sloane ads, 
but it makes them stand out pret- 
ty strong, which is the item of 
most importance. It is cast by 
The American Typefounders Com- 
pany and has no imitations worthy 
of the name. It is practically in- 
imitable. A wider and exceeding- 
ly heavy face called the Bradley 
extended has been used for dry 
goods ads, but is much too black 
for that purpose. It is legible and 
prominent, but in connection with 
body Roman, ugly looking. A 
lighter and more graceful face is 
the Bradley italic, which is better 
suited to large advertisements. It 
is not “plain,” but is attractive 
and even more likely to be read 
than the plainest type would be. 

Strawbridge and Clothier, Phil- 
adelphia, are using a display com- 
posed entirely of Encore in its 
various sizes. Encore is a cross 
between the DeVinne and the well- 
known Sthoeffer old style, and 
is manufactured by The Keystone 
Foundry of that city. As is prac- 
tically always the case when a dis- 
play style is used for a body of 
reading, it is unattractive and hard 
for reading in the small] sizes used 
for descriptions. The heavy and 
inharmonious display lines for- 








merly noticeable in the advertise- 
ments of Gimbel Brothers in the 
same city were of the Richelieu 
face cast by the same foundry. 

For large dry goods store ad- 
vertisements at least two styles are 
necessary. Two styles are all 
that are necessary, and, as a gen- 
€ral rule, all that are advanta- 
geous. But there must be two. 
There must be a plain, easily read 
type, and one that the people are 
used to reading; and only Romans, 
and the very similar body faces 
‘sold at Roman rates, meet the re- 
quirements. A large quantity of 
body matter in almost any face of 
display type will tire the facul- 
ties. They require exertion, and 
people will not exert themselves. 

Excepting Elzevir, which can 
be made to do fairly for both the 
body matter and heads, another 
type should be used for headlines 
and side heads. It should be a 
face medium in blackness and in 
width. Heavy black faces, like 
Bradley, M’Cullagh, and Jenson 
heavyface, spoil the effect of neat- 
ness which should prevail in a dry 
goods store’s ad. Narrow faces, 
like Topic and condensed Studley, 
are hard to read. Very wide 
faces, like DeVinne extended and 
Elzevir extended, make the effect 
of the advertisement inharmo- 
nious. While large sizes will per- 
mit of considerable eccentricity, as 
they have more to gain by catch- 
ing the eye than they can well lose 
through illegibility, such types as 
Tudors, Caxton black, Priory text, 
Laclede and St. John should not 
be used. 

Typestyles are catalogued in the 
specimen books of the foundr‘es, 
which, being costly, are furnished 
only to those using type in con- 
siderable quantity. The adver- 
tiser, however should be careful 
about selecting styles from the 
specimen book alone. I strongly 
advise him to pursue the safe 
method of buying no face or com- 
bination of faces that he has not 
seen in successful actual use in a 
newspaper. Among the faces 
which look very attractive in 
books, but which I never have 
found appearing so attractively 
outside of them, are the Record, 
Congo, Wedge gothic, Lightface 
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Primitive and 


Canton, Erratick, 
Outline faces. Alone on a page 
they appear handsome, but they 
are out of harmony in a newspaper 
with other types. 

While in styles the outfit should 
be limited to two, the sizes of 
those styles may be many. By a 
generous supply of sizes best can 
be secured the effect of large re- 
sources. And a large showing in 
one style will create a better ef- 
fect than an even larger showing 
in different styles. Variety of 
sizes is not, however, necessary. 
One twenty-five pound font pref- 
erably of eight point, with or 
without a job font of twelve point 
for introductions, can be made to 
do good service by varying the 
spacing between the lines (leads). 
If more funds be available, six 
point will be needed for the small- 
est items, eight point for ordinary 
ones, ten point for emphatic ones, 
and about fourteen point for intro- 
ductions. Of display types twelve 
point is used for side-heads to 
paragraphs—in heavy faces, ten 
point usually will do—eighteen 
point for department heads across 
one column, twenty-four or thirty 
for heads across two columns, 
and thirty-six or forty-eight point 
for large heads at top. With a 
limited fund twelve and_ thirty 
point would do good service. 

The prices at which display fonts 
are sold are approximately the 
same for all foundries, the best and 
newest being no dearer than the 
oldest and ugliest, but usually 
cheaper. The following list prices 
of The American Typefounders 
Company for DeVinne_ show 
the average: 

6 point, 24A, 36a, $2.25; 8 point, 22A, 
30a, $2.50; 10 point, 20A, 26a, $2.75; 
12 point, 16A, 20a, $3.00; 14 point, 
12A, 18a, $3.25; 18 point, 1oA, 16a, 
$3.25; 24 point, 8A, roa, $4.00; 30 
point, 6A, 9a, $5.00; 36 point, sA, 8a, 
$5.50; 42 point, 4A, 6a, $7.25; 48 point, 
4A, 5a, $7.75; 54 point, 4A, 5a, $10.25; 
60 point, 4A, 5a, $12.25; 72 point, 4A, 


5a, $17.00. 

For the same sizes, fonts of 
other display type will seldom 
vary more than ten per cent from 
these prices, which are list and 
subject to the discount heretofore 
spoken of. Letters wide in face 
are put up either with fewer al- 
phabets to the font or at a higher 
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price than narrower ones. Faces, 
like Jenson, adapted for reading 
matter, are put up in larger fonts 
at higher prices. Display types 
may also be obtained in twenty- 
five pound fonts at poster type 
prices, which are about fifty per 
cent higher than Roman prices. 
There are about one-half as many 
of each figure as there are capital 
A’s to a font. 

So prevalent is the ignorant 
buying of the artistic faces that 
the last few years have seen pro- 
duced that probably an advertiser 
could, with the help of an ex- 
pert, pick from the outfit his pub- 
lisher already has a combination 
which, set up in accordance with 
an expert’s directions, would be 
artistic and attractive. There is 
one great trouble, however, and 
that is that, should he achieve any- 
thing attractive and noticeable by 
this method, other advertisers, as 
well as customers, would be at- 
tracted by it and all demand the 
same style and setting. This is a 
definite certainty. True, they 
might better devise a new style of 
their own, but they can be depend- 
ed upon not to do this, for it is 
against the ordinary tendency of 
human nature—to follow the line 
of the least mental exertion. This 
is illustrated by the famous case 
of Livermore Italic, which an ad- 
vertiser once attempted to use as 
his individual typestyle in the New 
York papers. Livermore Italic is 
a very poor type for advertising 
purposes. Comparatively unat- 
tractive and hard reading, it would 
now be forgotten and left to rest 
in the obscurity of other oid- 
fashioned types of its character, 
but for this incident. A hundred 
better styles might have been 
found by a slight mental labor, 
but some half dozen advertisers 
preferred to exert themselves in a 
fierce dispute, ending in a costly 
lawsuit, over the privilege of using 
this undesirable type. 

THE BEST FOL Low. UP SYSTEM. 


One of the best ways I know of for 
following up an advertisement is to fol- 


low it, up with another advertisement. 
This is simple, sure and effective.— 
Bates. 


—__ +> —_—_ 

ADVERTISING is a good investment but 
a bad_ speculation. Don’t plunge.— 
H. I. Ireland. 


“N 


PROTECTION FOR PRIVACY. 

Justice John M. Davy, in the Su- 
preme Court at Rochester, has just ren- 
dered a decision sustaining the right 
of private persons to protection against 
unauthorized publication of their por- 
traits. A Rochester manufacturing con- 
cern secured the photograph ot a hand- 
some young woman of that city and re- 
produced it in an advertisement widely 


circulated. The young woman was a 
person of modest and retiring disposi- 
tion. She had never sought social or 


other publicity, held no official station 
and never authorized the publication of 


her picture anywhere. The advertise- 
ment caused her great embarrassment 
and annoyance, and she brought suit 


against the advertiser for $15,000 dam- 
ages. The defendant demurred to the 
complaint, and Justice Davy overruled 
the demurrer, holding that there was a 
sharp distinction between using the pict- 
ures of persons who put themselves in 
public station and are in a sense public 
property and private citizens to whom 
publicity brings unpleasant notoriety. 

e says that the young woman has a 


cause of action and may prosecute her 
suit for damages. This is only a pre- 
liminary decision on what the justice 


when the case first came before him de- 
clared to be a novel point. It is to be 
hoped that the doctrine announced wiil 
become the established law by the carry 
ing of the suit to a successful issue. 
There can be no question in morals of 
the right of a private person to privacy 
and the substantial wrong of its inva- 
sion. Unscrupulous .dvertisers and pub- 
lishers who have been ready to treat 
every modest girl whose picture could 
serve their purposes as they would a 
pol:tician need a lesson in the decencies 


of life, and it is a healthful sign that 
the courts are inclined to administer it. 
New York Tribune, Aug. 2. 
a 
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Waterman’s Ideal 
Fountain Pen. 

With it ye ee eee a 
herever Your pea will be 
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. For sala by all stattomers and by seme specialty houses 
L. E. Watermah Co., 155 and 157 Breadway, New York. 
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POSTER INFORMATION. 





Posters are printed in different 
sizes and are designated by the 
number of sheets of paper they 


contain. The regulation sizes are: 
ance icscemiie. “cs 2 wide, 4 high 
r2-Sheet occ cccccccces 3 wide, 4 high 
EE bclecasécunassee 4 wide, 4 high 
BOGE ccceccccccese .5 wide, 4 high 
GOMER 6 oc ccesecccceed 6 wide, 4 high 
NIN is th oraiataauuaeivaees 7 wide, 4 high 


A sheet of poster paper is sup- 
posed to be 28 inches wide by 42 
inches long. As a matter of fact 
no two lithographers print sheets 
exactly the same size, the variation 
being as much as three inches. 

Posters are seldom made larger 
than a 28-sheet or smaller than an 
8-sheet, for commercial purposes. 

Three-sheet posters is a favorite 
size for theatrical advertising and 
are posted on special boards. 

One and two-sheet sizes are 
printed for “chance may offer” 
service and for “country routes.” 
These small sizes are very useful 
in small towns where a “listed and 
protected” service cannot be ob- 
tained. 

The regulation height of a bill- 
board is 10 feet—high enough to 
take a poster four sheets high. 
Some billboards are twelve feet 
high and some are but nine. To 
be on the safe side posters should 
never be more than nine feet high. 

The quantity of paper to be al- 
lotted to various cities depends 
upon the posting facilities of that 
city and the probability of a mar- 
ket in that particular territory. 

Renewal paper is furnished by 
the advertiser and no charge is 
made by the billposter for posting 
such paper when needed. 

All freight charges on paper are 
prepaid by the advertiser.—Current 
Posters. 





The modern billboard is about 
9 1-2 feet high and in varying 
widths. 

The modern poster is composed 
of sections, each section being 
about 3 1-2 feet wide and 9 1-2 
feet high, and consisting of four 
sheets. 

An eight-sheet poster is made 
of two of these sections. and is 
seven feet wide; a_ twelve-sheet 





PRINTERS’ INK. 








one-half feet 


poster is ten and 
wide; a sixteen-sheet poster is 
fourteen feet wide, and a twenty- 
four-sheet poster is twenty-one 
feet wide. 

The cost of lithographing an 
eight-sheet poster in quantities of 
5,000 varies from 16 cents to 32 
cents per poster, according to 
whether it is a plain poster or an 
exceedingly artistic one. 

Posters can be had for less 
money, and higher prices have 
been paid, but the man who con- 
templates a billposting campaign 
can reasonably figure his expendi- 
tures to come between the two ex- 
tremes mentioned above. 

The cost of posting an eight- 
sheet in New York City is 32 cents 
per week, and a judicious adver- 
tiser will use 500 of this size to 
cover New York, amounting to 
$160 per week. 

In smaller towns the cost per 
poster and the number of posters 
required is less. 

The billposting business is al- 
most universally confined to one 
firm in each city, although New 
York City has two firms in Man- 
hattan, one in Brooklyn and one 
in Richmond boroughs. 

There is an association known 
as the Associated Billposters of 
the United States and Canada, 
which has done wonders during 
the past ten years in improving 
billposting throughout the country. 

The advertiser who wishes to 
post bills in a number of cities can 
send orders to the billposter di- 
rect, or he can place his entire 
order in the hands of an “Official 
Solicitor.” There are seven of- 
ficial solicitors who send out bill- 
posting on practically the same 
plan as the advertising agencies 
send out newspaper advertising. 

Some large concerns that do a 
great deal of billposting. and have 
men on the road especially to look 
after that business, feel that they 
can attend to the placing of the 
orders themselves. but most of 
them place their business in the 
hands of some one of the “Of- 
ficial Solicitors,” just as they have 
their newspaper advertising at- 
tended to hv an expert in that 
line—Sam W. Hoke, in Informa- 
tion. 
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THE MILWAUKEE 


NEWSPAPER 


CONSPIRACY CASE. 


A LETTER 
AND THE ANSWER. 











LYMAN D. MoRSE ADVERTISING AGENCY. 
Successor to Bates & Morse. 


38 PARK ROW, NEW YORK, July 23, 1900. 
Mr. Chas. H. Eddy, 10 Spruce St., N. Y. City: 

DEAR SIR—We notice in last week’s ‘‘ Printers’ Ink ’’ a state- 
ment by the Milwaukee Journal that the rate to ‘‘ local ’’ adver- 
tisers in the Milwaukee Wisconsin is ‘‘ 40 to 45 cents per inch.”’ 
If that statement is incorrect, it is put to the ‘* Wisconsin ’”’ to 
prove it. Otherwise, we should think the statement of the 
** Journal ”’ libelous. 

Kindly investigate and let us hear from you by return mail, 
as we have at the present time some large Cuticura copy that we 
are sending out generally to the leading papers, and would like to 
include the ‘‘ Wisconsin ”’ inthe list, if we can be assured by the 
publishers that there is no lower rate to local or general adver- 
tisers than the rate we have heretofore paid. 

Yours truly, 
LYMAN D. MORSE ADVERTISING AGENCY, 
I. M. Dewey. 
July 30, 1900. 
Lyman D, Morse Advertising Agency, New York, N. Y.: 

GENTLEMEN—Your letter of July 23d, addressed to our representative in New 
York, has been referred to this office. Replying to your inquiry as to the truth 
of the statement made by the Milwaukee “‘ Journal "’ in an advertisement in “‘ Print- 
ers’ Ink,” that the Milwaukee ‘‘ Wisconsin’s "’ local rate to advertisers was 40 to 45 
cents per inch, we would say that the statement in regard to the ‘* Wisconsin’ by 
the “‘ Journal”’ is untrue. In his testimony, Geo. P. Miller, of the T. A. Chapman 
Company, to which the ‘‘ Journal’’ alludes, swore that the price T. A. Chapman 
Company paid the ‘* Journal '’ was 40 cents per inch, and that he paid the “* Wis- 
consin ” the highest price paid any paper in the city of Milwaukee, and he con- 
sidered It the best paper in which to advertise. Thereis no 40 cent rate per inch 
idvertising in the ‘‘ Evening Wisconsin."’ Your statement that thre report of the 
** Journal,’ if untrue, is libelous may be so, but the “‘Journal”’ is quite in the 
habit of libeling its neighbors, so much ‘sso that they pay but very little attention to 
it. Yours truly, THE EVENING WISCONSIN COMPANY, 

A. J. Aikens, General Manager. 


The sworn average circulation of the Evening 
Wisconsin for June, 1900, was {9 431. 























MR. KELLEY’S VIEWS. 

In the July, 1900, number of 
Advertising Experience Mr. M. V. 
Kelley, of the Majestic Manufact- 
uring Company, St. Louis, Mo., 
thus sets forth his views: 

The quickest, most economical 


way to make a market for a new 
article depends, of course, almost 
entirely upon what that article is. 
Any kind of advertising is good at 
a price—but there is no doubt in 
the world about there being short 
cuts. I am convinced that the 
quickest, surest and least expen- 
sive way of reach:ng the real pur- 
chasers is through the magazines, 
woman’s and young people's pa- 
pers of national circulation. 
There are only 13,000,000 fami- 
lies in the United States, and 
6,000,000 of these live on incomcs 
of less than $600 a year; so that 
if your announcements appear in 
such publications you will prac- 
tically reach every home in the 
country. Now this same result 
could undoubtedly be accomplished 
through the newspapers, but it 
would take longer and cost more. 

In beginning take full pages in 
the magazines, and do not say too 
much. Make your “copy” strong, 
with a design that will draw at- 
tention to it. Invite correspond- 
ence by offering a booklet, and let 
this booklet tell a convincing story 
as to why buyers should prefer 
your goods or demand them of 
their dealer. After you have been 
advertising a year or two the space 
can be cut down to half and even 


quarter pages, and you can say 
more. Key every ad carefully. 
have a card index system, and 


thandle every inquiry as though it 
cost you $50. Follow the first in- 


quiry in eight or ten days, and 
every two weeks after that. In 
advertising, like in all other things, 
persistency wins. There is no 
doubt ‘about this. I've tried it. 
I know it. 

Do not use circular letters. No 


man can write a circular letter that 
does not read like a c:rcular let- 
ter. You cannot write a circular 
letter to fit every condition and 
every locality any more than you 
can make one suit of clothes fit 
man. Dictate carefully a 


every 
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and each 
is some 
inquiry 
received that you can touch upon 


inquirer, 
There 
every 


letter to the 
follow-up letter. 
individuality about 


and make the writer understand 
that his or her letter has the same 
careful attention an order would 


have. When you get testimonials, 
and you should aim to get as 
many as possible, index them by 
States, and when you have an in- 
quiry from a locality and have 
testimonial from that particular 
place inclose it, or a copy of it, 
and always inclose self-addressed 
envelopes. Do not be afraid to 
say all you have to say. Dictate 
your letter carefully and have it 
neatly written and it will be read 
—every word of it—and a great 
will read the letter who will 


al 


many 
not go through a booklet. So tell 
them in your letter why they 


should buy your product. 

The most potent factor in a suc 
cessful advert-:sing campaign is a 
man who can and will attend to 
the details of this advertising; 
who will carefully study the prod 


uct he is advertising, and get 
everything out of each inquiry 
there is in it. There is not an 
article of any merit whatever that 


cannot be sold through advertis 
ing, and take the field over prod 
ucts that are not advertised in 
this way, and this can be done ef- 


fectually, quickly, if properly 
handled. A business can be built 
up by various advertising meth 


if you take time enough and 
spend money enough—by travel 
ing salesmen, by circularizing, by 
newspapers, by outdoor and street 
car advertising; but the shortest 
the most satisfactory and last 


ods, 


cut, 
ing way, where you want to reach 
the best buyers, the ones that hav 


the money for their wants, is 
through the magazines, woman’s 
and young people’s publications of 
national circulation, and no mat 
ter how much you think you know 
about advertising be in touch with 
some up-to-date advertising 
agency on the prince ple that two 
heads are better than one and for 
other obvious reasons. 
- tor 

One good point about outdoor adver- 
tising is that up to date the classes of 
advertisers who bring reproach upon 
advertising have kept away from it. 
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LL general advertis- 





ers who meet with 
any large success in Min- 


nesota use 





THe SAINT PAUL 


Daily Glolbe 











The only Democratic daily 





in the State, it has a clientele 
which is untouched by any 


other daily in the field. 


Advertising rates on application to 
THE GLOBE COMPANY, 
Saint Pau, MINN. 
WiLuiAMs & LAWRENCE, CHAS. H. EDDY, 


87 Washington St., Chicago, II. 10 Spruce Street, 
D. C. McConn, Manager. New York City. 





NIGHT ADVERTISIN 
By John S. Grey. 


If, a couple of decades ago, one 
had suggested the probability of 
continuous advertising by night 
in the near future, it is more than 
likely that he would have been 
laughed To-day, our advanced 
knowledge of electricity, and the 
uses to which it may be put, have 
made night advertising possible 
even to the small tradesman. 

The wonderful electrical dis- 
plays in the vicinity of Madison 
Square, New York City, rendered 
in varied and beautiful colors, have 
for some years been one of the 
leading “night sights’ of the city. 
These are generally advert'se- 
ments for some newspaper, 
pickles, baby food, cigar, or some 
other commodity seeking popular- 
ity. But in almost every part of 
Manhattan at the present time, 
electrical signs are being used, 
and there can be no doubt as to 
their efficacy as advertisements. 

The chief railroad termini on 
the Jersey shore are illuminated 
by night with enormous electric 
letters showing the name of the 
railroad. These serve a double 
purpose. They are excellent lan4- 
marks for small craft on the dark- 
est night, and they act as bold and 
permanent advertisements of the 
railroad. It is noticeable that. of 
late years, some of the leading 
restaurants and hotels of the 
chief cities of this country have 
adopted the idea of using electric 
lights outside, forming the letters 
spelling the name of the house 
As in the case of the railroad 
depots the double purpose is 
served of light ng the vicinity and 
drawing attention to the estab- 
lishment, both of which achieve- 
ments are good advertising. 

Even on the Bowery and other 
streets where the “cheap” mer- 
chant is supposed to hold sway. 
vast sums of money are expended 
annually for electric lighting 
throughout the night. The win- 
dows are neatly or gaudily 
dressed, as the case may be, and 
passers-by have an opportunity of 
examining the goods so displayed 
when the store is not open 
Some of the Bowery 


even 


for business. 
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merchants—particularly the cloth- 
ing stores—make a very brilliant 
electrical display during the night. 

Novelties in electrical, sign ad- 
vertising have been numerous and 
are still on the increase. Letters 
that are automatically and separ- 
ately lighted, letters that vary in 
color, letters that are alight in- 
termittently—suddenly bursting 
upon the view from absolute dark- 
ness—have all had their share of 
success, and keen brains are at 
work all the time trying to devise 
something new and attractive in 
electrical advertising. 

The one great thing necessary to 
a big electrical advertising displ: WV 
is an adequate number of ob- 
servers. It is a costly method of 
advertising and, if it is to pay, 
there must be “circulation.” To 
“waste your brilliance on the 
desert air’ would be the height of 
folly. So that it is really only in 
large communities that these elec- 
trical signs will pay, and only in 
places like New York City where 
it pays to run them all through 
the nght. 

I have heard several foreigners 
say that they were never im 
pressed by an advertisement in 
their lives as when, coming up 
New York bay in the evening, 
they saw, from a distance, the im 
mense electrical sign of Babbitt’s 
Soap. New Yorkers who frequent 
the excursion boats at night will 


So 


understand this. Whoever sees 
that sign at night for the first 
time, is not I’kely to forget it as 
long as he lives. 

In recent years electrical adver 
tising has become quite a_ busi 
ness in itself, and it bids fair to 
develop into many wonderf:! 
shapes and forms. The itinerant 
streetman with an electrical sign 


in his head or back was a novel 
ty while he lasted, but something 
newer will have to be devised t 
attract the attention in future. A 
man in Chicago has becn adver 
tising a shoe store by walking 
around with feet that were elec 
trically illuminated, and this is a 
trick that is sure to find its way 
to other cities. Practically, th 
field for electrical advert'sing is 
limitless, but it can only be don 
profitably in large communities. 








¥ 


PRINTERS’ INK. 


ADVERTISEMENTS _ IN 
NEWS-ITEM FORM. 


By Archibald Hobson. 


As a newspaper man, I should 
say that the advantages of putting 
up advertising in the form of os- 
tensible news articles have not 
been developed by advertisers as 
they might be. In one of the ex- 
changes I read regularly I find my- 
self nearly every day reading in- 
advertently into some advertise- 
ment of a certain local brewing 
ompany ; and the efficacy of it in 
my own case leads me to call atten- 
tion here to the principle of it. 

Two specimens of such adver- 
tising are given herewith : 





POSITION ron fon iceman T 
VELANI 

There is a - caalbilicy of a Presi- 
dent Grover @leveland becoming a mem- 
ber of the New Jersey Fish and Game 
Commission. _Mr. Cleveland is now a 
full-fledged Jerseyman and is_ well 
known as also a lover of the rod and 
gun. The talk is that one of the pres- 
ent commissioners is willing to resign 
to ake way for the appointment of 
Mr. Cleveland. The position is purely 
an honorary one. The _ ex-President’s 
record as a sportsman is well known 
to everybody and his appointment to 
the commission is considered to be a 
great benefit to the fish and game of 
New Jersey. Heurich’s Maerzen, Sen- 
ate and Lager have the best record as 
pure malt and hop beverages and are 
known to everybody because of their 
beneficial qualities. When beer is 
brewed like Heurich’s, of pure malt 
and hops, and is properly aged, it will 
always be in favor. The way to get 
inted wita Heurich’s is by ’phon- 
six-thirty-four, Arlington “Bottling 
for a case, and thereafter you 
always call for these superior 





will 
beers. 


AN 





EXPERIENCED GENTLEMAN’S 
IDEA. 


The Situation Briefly Told by One Who 






Has Traveled Through the Boer Re- 
public. 

The Boer army in the mountains 

about Spion Kop has an inestimable 

2 In the hills the Boers are 

1e in every sense. Were Gen. 

to cross the mountains and 

e on the open plain he would 

everything in his own favor. The 

English, it is true. have driven sav- 

ages from more difficult heights, but 

the Boers are not savages, neither are 

they armed with antiquated weapons., 


Defeating them will be an undertaking 
of far greater magnitude than the Eng- 


lish realized when they embarked in 
the war. Our task is quite different 
from that of the British; it is our 
aim to conquer and convince the peo- 
ple of the superior quality of Heurich’s 
Maerzen, Senate and Lager. ‘Phone 
six-thirty-four for a case and you will 
need no further persuasion. 

The same item never appears 
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more than once, and thus the 
scheme never becomes threadbare, 
but is renewed from day to day. 
The articles always open up in 
an interesting and yet not start- 
ling way, and they lead so easily 
up to the moral that the reader is 
sure to get inotulated sooner or 
later in spite of himself. 

These two items illustrate, by 
contrast, something else which I 
want to emphasize, namely, the 
importance of a proper heading. 
One of the headings is good, the 
other is poor. An article headed 
“Position for Ex-President Cleve- 
land” is certain to be read, if time- 
ly, for it has all the appearance of 
a genuine news item. “An Ex- 
perienced Gentleman's Idea,” how- 
ever, has a certain wooden sound 
to it that might easily set the ex- 
perienced newspaper reader on his 
guard. And as the object is to 
induce every one to read the arti- 
cle whose eye lights on the head- 
ing, the genius of the advertising 
must be reflected in the heading. 

I have just gone over a miscel- 
laneous bundle of daily papers, and 
with one or two exceptions I find 
the headings of reading advertise- 
ments constructed on the hit-or- 
miss principle. If you want read- 
ing advertisements to bring you 
all there is in the space you must 
consult the particular style of the 
paper they are to appear in. In 
sending out copy to a list of papers 
it would doubtless pay to rehead 
every reading advertisement, in 
conformity with the style of eacli 
particular paper. For instance, 
I find a four- inch reading no- 
tice of a coffee substitute in a pa- 
per whose style requires a double 
head for articles of that length. 
The head as supplied by the ad- 
vertiser was: “Sluggish Intellect 
Caused by Coffee,” but in con- 
formity with the rules of the par- 
ticular paper in question it went 
in thus: 

SLUGGISH INTELLECT 
Caused by Coffee. 

This makes an exceedingly poor 
head and one whose exceptional 
form gives the article away as an 
advertisement. 

Another advertiser pays a lot of 
money for a column of reading 
next to news me utter in a certain 
paper and k ads it: “The Wonder- 
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ful Blue Gum Tree of Tasmania.” 
The humblest reader of that paper 
knows that no genuine news ar- 
ticle was ever headed that way in 
his paper, and he skips what he 
might have been induced _ to 
read had the matter been properly 
headed. 

Another large advertiser heads 
a five-inch reading advertisement: 
LITTLE BABY’S 
Scaly, Bleeding Sores, 
and runs in three minor display 
headings in a totally impossible 

style, from a newspaper view. 

Here is another heading that 
belongs in the same category: 

DOCTOR WILSON AGAIN 

Cures the Deaf Free, 
At His Regular Thursday Even- 
ing Lecture. 

There are various standards 
among writers of headings, but a 
safe and sensible rule is to have 
the first line or principal head 
make sense by itself; and decided- 
ly it should “tell something.” 

“Sluggish Intellect,” “Little Ba- 
by’s” and “Doctor Wilson Again” 
do not make complete sense, and 
they require you to read into the 
turn-line. Here are a few news 
headings taken at random from 
newspapers, and they illustrate the 
correct principle, for they express 
a complete idea and in a clear-cut, 
direct way: “Stocks Break in a 
Panic” “Higher Wages for More 
Hands”; “Aguinaldo in Hiding.” 

The heading should preferably 
make just a full line, but to this 
end you must know how “fat” or 

“lean” the type is that is to be 
used and how many letters a full 
line will accommodate in such 
type. If you make the heading 
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too short it will look odd, and if 
you make it too long the compos- 
itor will have to spoil it by mak- 
ing two lines of it. 

A display advertisement, I as- 
sume, is made on the principle of 
enforcing a statement upon the 
observer by dint of frequent repe- 
tition, catchy form or large space 
used. An advertisement in read- 
ing form is properly made on the 
principle of baiting the reader 
along till he can be caught by per- 
suasion. The heading which 
scares a wary reader off at the 
very outset is evidently a mistake. 
Certainly there is a class of read- 
ers that will gulp down advertise- 
ments, no matter how they are 
headed, but there is no art in 
catching that kind of fish. Deft 
angling is essential where the catch 
is worthy. 





CHICAGO POSTOFFICE BUSINESS. 


The postmaster of Chicago recently 
made a visit to the department at 
W ashington, during which the follow- 


ing interesting facts were brought out: 

Chicago is the greatest mail order 
center in the United States. The free 
delivery territory of Chicago embraces 
190 square miles, while the area in 
New York is less than one-fourth that 
amount. Over $700,000 in postage 
stamps were received by Chicago firms 
last year and used to send out advertis- 


ing matter. The smallest postal station 
district in ss United States is the 
Monadnock Building, Chicago, where 


three carriers deliver mail exclusively to 
the 4,500 tenants.—Ad Sense. 
+o 
THE WINDOW’S POWER. 
_ I do not believe there is a man liv 
ing who has not, at some time or other, 


bought goods which he would not 
have purchased unless influenced by 
displays seen in windows. This has 


heen everybody's experience and shows 
in a sufficiently clear light the impor 
tance of timely and tasteful arrange 
ment.—-Practical Advertising. 


The bona fide circulation of 


THE INDIANAPOLIS PRESS 


for the month of July, 


daily average, was 


30,001 


The daily average for six 


months to July 31 was 29,972. 


No premium or inducement of any sort has been made to 
subscribers, other than the merit of the paper. 


PERRY LUKENS, Jr., Eastern Representative, Tribune Bldg., New York. 
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BRIGHT SAYINGS. 


Printers’ INK solicits marked copies of print- 
d advertisements in which ‘* bright say- 
igs,”’ terse and epigrammatic expressions, 
ippear. There are many of them, and some 
of them are very good. 
Save your thirst for us. 
Not a “ready made” look in them. 
Hose up to hats, and all in between. 


Every exposure in a Poco means a 
picture. 
THe values will tempt the most 


grudging pocketbook. 

JAYNES never allows his customers to go 
away from his stores dissatisfied. 

31G guns make a lot of noise, but little ones 
often do the most effective work. 

Your eyes must last for years. To do so 
they must be properly cared for now. 

Ir saving money is a pleasure, 
it must delight you to trade here. 

We wish we had a new word for 
‘sale.’ This is more than a sale. 

THE more whims the better oppor- 
tunity we have for showing our skill. 

Buy a copy and you will understand 
why so many other people are buying it 

WHENEVER you see a man with a 
broad grin on his face—weli, tnaat 
fellow has just come from Hillesheim & 
Hodapp. 

NoTHING gives us so much pleasure 
as the contented face of a man who 
has made his money do twice its work 
at our store. 

Tue only trouble with these serges is that 
they wear too long—people who bought them 
last year come in and tell us they don’t need 
a new suit this year. 

A comparison of “Byck’s best’’ with 
the average ready-made clothing is like 
comparing a thoroughbred with a plow 
horse. These suits are “‘thoroughbreds’”’; 
clean cut, fine at every point; a credit 
to buyer and seller alike. 

Tue maker of our shoes is a scientist, 
He knows that a shoe must follow cer- 


then 


tain lines to give comfort. He knows 
why your feet are tired and full of 
aches and corns, and he knows how to 


help you to skip these discomforts or 
gradually remove them. 
Tuese beautiful skirts are made with 


the full sweep at the bottom; there is 
no stinting in the amount of silk used 
for the ruffling, and if you bought the 


goods and put them into the hands of 
your dressmaker, the cost of the gar- 
ment would be doub le, and probably lack 
chic, which these skirts give the wearer. 
Can you see the eye of a needle? 
That’s where failing eyesight first dem- 
onstrates the need of glasses and brings 
the fact home to the busy, hurried, wor- 
ried housewife, with greater force than 
all the talk of all the opticians ins 
Christendom. Let us relieve those tired, 
Strained, nervous, overworked eyes; 
save your nervous energy, and take 
you back to the days when you never 


knew you had eyes 

Ir you liked our » eed we are happy. 
If it wasn’t just up to the “Pink of 
Perfection” our dispensers will make 
it so. You know some like it a littl 
sweet, Some not so sweet. Some ro 


15 
cream, others lots of cream. Some no 
ice, others plenty of ice. We want to 

“get next” to the way you like it. 


Then all will be lovely. By the way, our 
drugs are as good as our soda. We've 
lots of other nice things. It’s a pleas- 


ure for _ us to have you “look them 
over.” Don’t have to buy, we want to 
get you coming our way. You'll be 
pleased 


Goon goods cost more than poor trashy imi- 
tations. It costs just as much to make up poor 
cloth into a garment as it does a good article. 
It costs just as much to put poor paint on your 
house as it does a good guaranteed article, and 
in either case consider the appearance and the 
wear and tear. One looks good for years, the 
other you are ashamed of in a short time. 
Therefore, consider not the purchase price, but 
get the article from a reputable house, that 
stands ready to back up what they say. This 
is our position, and when you buy either the 
Steamboat Colors or our Homestead Liquid 
Paints you get the best, and in most cases as 
low as the poor qualities are sold at. 

Tue actions of many people in re- 
gard to the use of glasses would lead 
the informed to believe that their eyes 
are located in the back of their heads, 
because they never look into the future. 
In eye use and abuse they go year 
after year with never a look ahead or 
a thought for the ills neglect will bring. 
They cling to the old, foolish, errone- 
ous ideas that it is best to put off the 
use of glasses until forced to put them 
on. They wait until their vision is so 
deteriorated that even proper glasses 
cannot entirely restore it to former 
acuteness, when, if taken in_ time, 
glasses would give the same easy, rest- 
ful vision enjoyed in younger days. 

Guiasses to fit eye, nose and face. 
They stay on but they don’t hurt. 
Think of eyeglasses that don’t pinch the 
nose. No skin abrasions. No black and 
blue indentations. No sore nose of any 
sort—from eyeglasses. And yet—no 
slipping al tipping or shaking or falling 
of the glasses. They are beauty glasses 
that improve the expression of a pretty 


face, instead of marring it. That’s our 
kind. The complete satisfaction and 
comfort given by our made-to-order 


glasses is daily making our optical work 
more popular. The frames fit so per- 
fectly that they are not felt. More be- 
coming than _ ill-fitting, ready-made 
glasses, and yet the price is no higher. 

etal - 


EXTRACTS FROM TESTIMONIAL 
LETTERS. 


fl i 





WHIN I GOT YOUR BELT I COULD HARDLY 


WALK, 
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The entire output of this big battery of typesetting machines is required in producit 


Springfield’s (Ohio) greatest daily, 


THE PRESS | 


More type set matter appears in the Press than in its three daily competitors combinec 
The Repudlic Times excepted, the Press 1s the only Springfield paper receiving full leas 
wire telegraph report. 

The Press’ sworn statement of circulation is guaranteed by the Citizen’s National Bar 
in the sum of one thousand dollars. The actual number of complete copies sold during t 
month of June, 1g00, amounted to 186,448, or a daily average of 


6,214 


I'he daily average for the six months ending June 30, 1900, is 6,072. 


THE PRESS IS THE ONLY SPRINGFIELD DAILY PUBLISHING 
COMPLETE SWORN STATEMENT OF CIRCULATION. 


As indicative of the Press’ standing with local advertisers the following figures are cit 
During the month of June, 1g00, 


The Press carried {0,501 inches of paid home advertising 
The Republic Times 34474 a SS 3 oe 

The Sux 4,961 . 

The Democrat 3,137 

The Gazette 2,067 


The Press at far better rates carried 334 inches more home advertising than the Sw, 
Democrat and Gazette combined 


SPRINGFIELD PUBLISHING COMPANY, 
Fastern Representative: Springfield, Ohio. 


H. D. LaCOSTE, 


38 Park Row, N. Y. City. 
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“DIVINE HEALING ADS. 
3oston, Mass., August 8, 1900. 
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iditor of 


Mail order men who deal in a branch 


goods of occult warp and woof are 
eply interested in the efforts of the 
stoffice authorities to put out of busi- 
ness certain advertisers. The recent ac- 
tion of postal inspectors with regard to 
Prof.”’ Weltmer, of Nevada, Missouri, 
1 Messrs. Henry Parker, Francis 
lruth and Albert Naganzi, all of Bos- 


ton, raised questions of vital interest to 
large number of heavy advertisers for 

mail order trade. Many advertisers 
field were caretully watching 
proceedings in the case ot Francis ‘1 ruth, 
who advertised himself as a.“ Divine 


the 


in this 





Healer.” They were hoping that Truth’s 
case would be carried along as he prom- 
sed at first, to a thorough test in the 
Federal courts, since in this case were 
involved principles of the .ighest inter- 
est to mail order aavertisers. The fol 





ng interview, wuich | had the other 
with an advertising physician, well 








ites the sentiments of several 

rt he mail order men with whom I 

have talked. This man, who is a regu- 

rly graduated ““M. D.,’’ and a local 
ertiser of prominence, says : 

So far, we have no legal decision 
on the question of the legality of ad- 
vertising the ‘ absent treatment.’ While 
saying nothing concerning the merits 


or demerits of Truth’s system of ‘absent 





treatment,’ I thoroughly believe that 
there is a sort of ‘absent treatment’ 
that can honestly be »racticed. As 
things are, however, I do not know just 


what to do in my advertising plans. I 





do not know, so far as any decision is 
concerned, whether it is legal toadvertise 
such treatment or not. If the courts, 
I gh the postal authorities, intend to 





sh off all such advertising and to 
stat every such advertiser as a fraud, 
I am anxious to know it and there are 
many other large advertisers at various 
places in the country who are similarly 
xeri Secondly, I want to know 


about the various rulings that 
authorities 
to the handling of cer 





seem to be so 
ly applying 
tain mail 


























order matter. For instance, 
e case of Prof. Weltmer, it seems 
t the postal minions agreed to pet 
it him to receive mail addressed ‘Prof 
S. A. Weltmer,’ but would not deliver 
to him mail addressed to his ‘Magnetic 
S« Ilealing.’ I can’t understand 
the or why or the ethical aim of 
suc 1 discrimination. Indeed, I was 
l g that when this Truth c: came 
te trial we should get some light on 
the li attitude of the postal au 
tl s ruth’s pleading guilty, 
eve settled all cnances for enlighten- 
ment to date. tefore we can know, to 
use the vernacular, ‘just where we're 
at,” some such ¢ as this will have to 
go 1S it 
lie ertised 
hor in hone 
ne illies 
of ‘ ine might be 
haul yat any unexpected moment for 





was totally un 
HoLLINGSWORTH 


use which he 
aware.” 3. 


INK. 17 
THE KING WRITE-UP EXCUR- 
SION. 


Soston, August 2, 1900. 


Editor of Printers’ INK: 
Interesting information is given out 
by a man who has just returned to 


Loston after having spent a season of 


several weeks with a big advertising 
“write up’ enterprise that started out 
from LBoston to nail the boundless 
West: 

“The manager of the concern I was 


with had had fifteen years’ training in 
the business of making ‘write up’ 
tours,” said he. “He secvred four 
leading dailies, one in New York, Balti- 
more, Philadelphia and Boston. The ad- 
vertising rate, at regular line rates, for 
four pages, that is, a page simultaneous- 
ly in the four papers, would have cost 
about $9,800. Having a big advertis- 
ing agency to make the arrangements 
he got a tremendous reduction The 
Pullman Company would have charged 
him for renting a car thirty dollars a 
day. He figured that, as he meant to 
stay in the ‘write up’ touring right 
along, it would be cheaper in the 
end to buy a car outright. This he 
did. He made arrangements success- 
fully for each and every railroad over 
which he might wish to travel to haul 
the car free, the return to the railway 
being the general advertising that might 
accrue from the ‘write ups’ along its 
line. He hired two colored men, a cook 
and porter, to serve as food makers and 
aides-de-camp. Besides himself, there 
ot 








was a staff seven men—tour writers 
and ad solicitors and three artists. He 
carried about five or six hundred dol- 


lars’ worth of supplies, including cigars 
and wines. I judge his expenses were 
about $100 a day. I imagine he ex- 
pected to make sixty or seventy thou- 
sand dollars net in his projected trip of 
seven or eight months. He'll not make 
that much. Nevertheless, he'll make a 
mighty comfortable sum. It was not 
much to tackle the towns of under 
20,000. They were all hot for the prop- 
osition when it was first broached, but 
when they found they’d have to plank 
down $2,800 for a page ‘write up’ in tne 
four papers, their ardor would fall. 
It was in the big towns that we did the 





use 


business. We took four $2,800 orders 
from four firms in Minneapolis in one 
afternoon. And we did a proportion 
itely good business all down ~ through 


Towa. Iowa is prosperous and _ solid 
financially, and they’ve got the money 
to buy. Nebraska is not much good. 
Too much mungled-up with politics. 
Kansas was pretty good. was obliged 
to leave the outfit at Omaha. To sum 
up, it takes towns of from fifty thou 
sand up to make a big ‘write up’ scheme 
go in the West at present. ‘an’t say 
how it will be in the future, of course, 
but in the big towns there’s mighty 
good money in the game.” N. I 
IN THE EARLY DAYS. 

In the early days of any article you 
cannot give too much explanation, and 
if you want to play tricks with your 





advertising, you must wait until your 
article is as well known as Beecham’s 
Pills or Pears’ Soap London Edition 


PRINTERS’ 
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Editorial from Metropolis, JSackson- 
ville, F’'la., July 31, 1900. 
1,742,649. 


We would like to have the ear of the merchant just a moment. 
You have goods to sell. We have space to sell. 
If you buy our space, it insures that you will sell your goods, 











if there is a market here for your goods, 

What do we sell? Listen, 

During the year from July 1, £899, to July 1, 1900, the Metrop- 
olis printed 1,742,649 copies, making a daily average of 5,603. 
Was your business represented in this vast circulation? If not, 
whose fault was it? Certainly not ours, and certainly not the 
price, for the cost is a mere trifle compared to the results, 

Again, during the six months closing on the 31st of December 
the Metropolis printed 759,830 papers. 

During the six months ending June 30, 1900, the Metropolis 
printed 982,817 copies—nearly a level million, 

That is to say that this newspaper printed and sold 222 987 
more papers during the first six months of this year than during 



































the last six months of last year. 

Now about your ad. If you had an advertisement in the 
Metropolis during the last half of last year, it would have cost 
you exactly the same as the first half of this year, ‘That is your 
gain, because we are awfully good-natured. That is, you got 
222.987 circulation for nothing. 

Have we got the circulation we claim? 























Ask any one who knows, 

Better still, come and see for yourself, 

The average for the twelve months ending June 30th was 
5,603, but we are printing lots more papers than that now. Come 














and see if we are not. 
No merchant knowing our circulation could be kept out of the 








Metropolis, and— 
Every merchant ought to Keep his business before the public. 











AVERAGE DAILY SWORN CIRCULATION 


For the six months ending June 30, 1900, is 


For advertising rates apply to 
E. KATZ ADVERTISING ACENCY, 
230 to 234 Temple Court Building, 3:7 & 318 U. S. Express Building, 
NEW YORK CITY. Special Agents, CHICAGO. 
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THINGS THAT ARE 
Office of 


CAESAR’S. 


“Tue AMERICAN PRINTER.” 
New York, August 3, 1900. 
Editor of Printers’ INK: 
You publish on page 14 of your issue 





of oy Ist, crediteu to The News- 
*y Publisher, an item under the head 
\\ hat the Sun Lockout Mas Cost the 
P rinters. 
rhis article originally appeared in the 
Imerican Printer. The facts were 
very difficult to get, and when I did get 
them and was able to publish them, I 
prided myself upon it. ‘lue article has 
Leen widely published, but not in z 
single instance has the 4merican Printer 








received proper credit, the principal 
reason being, I think, that the Fourth 
Estate first reprinted it, and other 
papers have since followed in regular 
order. The Fourth Estate copied it, 


and instead of giving us credit for the 
whole article, mentioned our name in 
connection with a single unimportant 
statement in such a way as hikely to 
give the impression that the article as 
a whole was original matter. 

This is a fault very common to a 
great many edito.s, although they use 
their scissors extensively, they seem anx- 
ious to conceal the fact, and instead of 
giving fair creait where it is due, they 
attempt to work in the name of the 
paper they have mutilated in a manner 
to avoid a direct charee of theft and 
yet give as little appearance of borrow 


ing as they can. Why not do_= as 
Printers INK and the American 
Printer do ?—to use that familiar and 
hard-worked proverb “Render unto 
Cesar the things that are Cxsar’s.”’ 
Very truly yours, 
J. Ciype Oswatp, Publisher. 
- +] 
IN PHILADELPHIA. 
PHILADELPnuiA, Aug. 6, 1goo. 


Editor of Printers’ INK: 

There is some agitation in this city among a 
certain class, looking toward the passage of a 
dishonest-advertising law at the next session of 
the Pennsylvania Legislature. From all I can 
gather, the exposure of the character of * ‘Eiffel 
Tower Artificial Lemonade,” and the prevari- 
cations contained in the advertising of it, have 
helped along the feeling that a law penalizing 
dishonest advertising is greatly needed. The 
New York act is totally ineffective, through 
the lack of anybody to see that it is enforced 

Howard Ireland, the Philadelphia advertis- 
ing agent, has just pulled a_ juicy little plum 
out of the advertising pie. He has secured an 
order for several thousand dollars’ worth of 
advertising for a wealthy syndicate that has 
taken up a South American tea—‘‘Yerbe Mate’ 
tea. It is the national drink in Peru, I be- 
lieve, and its backers believe that it can be 
made to go in the States. I get it they have 
appropriated $100,000 to push the sale in this 
country, E Mien z. 





> 
MEDICATED STREETS 

Watering carts of a certain Irish 
town are decorated with patent med- 
icine advertisements. An __ innocent 
Irishman from the rural districts looked 
at one the other day and remarked : 
“Faith, it’s no wonder X is healthy, 
when they water the streets with Jones’ 
sarsaparilla!’—New Haven Evening 
Register. 
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BOSTON NOTES. 
Boston, Aug. 6, 1goo. 
Editor of Printers’ INK: 

The business of the Vouth’s Companion has 
been merged into a corporation by W. A. Mun- 
roe, S. Mendell, H. Hinckley, et. al., with a 
ci pital of $500,000, and will retain the ’old fic- 
titious firm: name, only hyphenating it thusly, 
The Perry- Mason Co. ‘The managers since 
the death of Daniel S. Ford, late owner and 
editor, are becoming more liberal in their views 
regarding what is a proper advertisement to 
appear in this classic juvenile, for several rup- 
ture and “‘ free ”’ ads are now to be found, but 
they are pictures with only a few words in 
print, such as “* Omega Oil Stops Pain ”’ in one 
corner, I’ve often watched people involunta- 
rily read and amusingly call the attention of a 
fellow passenger to their moving lips as they 
smilingly read in cars: 

‘ Eenie, Menie, Minie, Mo, 
Use Omega Oil ’and the pain will go.” 

Two rumors running ’round the Hub are that 
Pr. John F. Hill, the head of the house of 
Vickery & Hill, Augusta, Me., is pretty sure of 
being the next governor of Maine, and “that 
Alfred E, Rose, treasurer of the J. C. Ayer 
Co., Lowell, Mass., is ambitious to represent 

3en Butler’s old district in Congress. 

Large advertisers all over the country are 
taking space to exhibit at the Twentieth Cent- 
ury Exposition of the Merchants and Manu- 
facturers Association, to open in the Mechanics 
Building, October 1st, for four weeks. One 
reason why there is such a demand for booths 
is that within one hour’s ride of Boston is one- 
thirtieth of the population of the United States. 
Perhaps it also may be news to many to know 
that while the average earnings of the people 
of this land are but 40 cents a day, those of the 
people of Massachusetts are 75 cents a day, or 
eighty per cent more than the average of the 
whole country, which means $250,000,000 extra 
for the great Bay State every ah 

. F. Bowman, 
AT THE OTHER END. 
Office of 
STRAWBRIDGE & CLOTHIER. 
PHILADELPHIA, August 3, 1900. 
Editor of Printers’ INK: 

I wish to correct a statement made by your 
Philadelphia correspondent under date of July 
16th, in reference to the early closing move- 
ment in this city. For four years past the 
stores of Strawbridge & Clothier have been 
closed at 5 p. m. during July and August, 
This year several other stores are doing like- 
wise for the first time, but their announce- 
ments to that effect were not made until a 
week after Strawbridge & Clothier’s early 
closing for the season had begun. I object to 
Mr. Buckley’s statement that Strawbridge & 
Clothier “‘ followed suit.””. They are always at 
the other end of the procession. 

Very truly yours, 
J. W. Morton, Jr., Adv. Mgr. 
i Pee das | 





NOT UNREASONABLE. 
If you cannot tell your story in a 
few words, you had, as a general rule, 
better leave posters alone. To bring 


out a new article and to put out flaming 
posters, merely telling you to eat some- 


thing, drink something, or use some- 
thing, is hardly likely to prove profit- 
able, because it is very hard to demon- 


strate why on a poster in a convincing, 
persuasive or effective manner. People 
are not to taste every article advertised 


merely because you command them to 
do so.—London Edition Printers’ 
INK. 








A GOOD PAPER. 
Office of 


PARKERSBI 4? * SENTINEL.” 
PARKERSBURG, W. , July 31, 1900. 
Editor of PRinTERs’ hare 
In your issue of July 25th a palpable injus- 
tice was done this paper. Mu I space in that 


issue is devoted edie ussing the circulation of 
newspapers in the various States, and in the 
note pre ceding the articles in question you state 

‘Only public: ations printing more than 1,000 
issues are noticed,”’ thereby implying that all 
papers having more than 1,000 circulation are 
noticed. 

In your allusion to the papers in the State 
of West Virginia no reference is made to the 
Sentinel, Fer many years back it has been 
our custom to furnish a statement under oath 
of the daily circulation of this paper, as well 
as its average for a period, und the latest 
statement furnished you, and now on file in 
the office of the American Newspaper Direct- 
ory, will show that our average circulation for 
the last period furnished, 1899-1900, was a 
fraction less than 2,000 per day. We think 
that, in view of the statement in the note re- 
ferred to, Printers’ Ink has unintentionally 
done the Sentined an injury with those who 
look to its columns for accurate information as 
to circulations. ‘ours truly, 


4 Hornor. 
The West Virginia portion ‘of the article re- 
lating to dailies, in PriInTERS’ INK of July 


25th, was limited to those having over 2,000 
circulation, as is stated in that issue. The fact 
that the Sext/ne/ had a few copies less neces- 
sarily excluded a newspaper that has much to 


commend it to advertisers.—[Ev. PrinTers’ 
INK. 
~or 
IN BOSTON. 
Boston, Aug. 8, 1goo. 
Editor of Printers’ Ink: 


The Harvard Brewing Company,of Boston, 
is using enormous cloth signs which are at- 
tached to balloons in open air resorts, making 
public ascension exhibitions. The ad reads: 

Harvard $1,000 Pure Beer As the balloon 
floats skyward in the presence of thousands of 
people, this big sign is unfolded before their 
eyes and is in view until the balloon is lost to 
sight in the distance. 

A shoe store about to be opened on Hanover 
street has the following sign in its window: 
‘$10 in gold to be paid for the name adopted 
by us for the best $3 shoe in the world, to oc- 
cupy this store about August 10. Names by 
mail only to the Not-Named Shoe Co., 70 
Hanover street.”” y. mB. He. 

os 

STINGY WITH ONE’S SPACE. 

An advertiser doesn’t want to be 
stingy with his space; that is, he should 
not try to say too much, nor put in too 
big a picture. Plenty of white will bet- 
ter display the black. Sometimes the 
printing is so close, the advertiser has 
had so much to say, the picture is so 
big, and the whole effect gives the “al- 
most reader” the impression of a day’s 
work in itself and it is skipped en- 
tirely. It would have been about as 
well for all practical and _ utilitarian 
purposes, for the advertiser to have 
reserved the space white and emptied 
his own ink bottle on it, when receiv- 
ing his advance copy. Readers of the 
periodical would at least have wondered 
why the space was empty and who 
would be there in the next issue.—Shoe 
and Leather Facts. 


NTERS’ 





INK 


NOTES. 


Tue Manufacturine Jeweler, 42 Wey 
hosset street, Providence, R. I., issues 
at one dollar a copy “The Jobbers’ Hand 
book,”” which is explained to be a 


“complete list of manufacturing jewelers 
and kindred trades. 
THe 4g Indian 
= 
in a 


ricultural Epitomist of 
apolis is worried because the 
\dvertising Agency, of Chicag 
handbook quoted for it forty two cents 
when it says its rate always been 
dollar per agate line per insertion 

because there is no wav of correct 
the error until another edition of 
handbook is issued. 


has 
one 
and 
ing 
the 


Tue courts have 
tion until trial, preventing 
Knox Gelatine Co., of John 
from the use of the word 
their packages, and have 
from using a box similar 
and design to the box 
Charles B Knox, maker 
known Knox’s Gei:atine, 
quarters of which are also at 
New York. 

Tue 
quired at 
of the old 


granted an injunc 
the C. M. 

mown, N.Y 
* Knox” on 

stopped them 
In size, 
used by 
of the well 
* the head 
Johnstown, 





color 


Mr. 


New 


great expense 


State of Jeresy has ac 
a complete file 
New Jersey Gazette published 
by Isaac Collins, the colonial printer 
of Bibles and almanacs. 4 e price of 
this valuable acquisition made some of 
the members of the New Jersey Library 
Commission and ponder a bit, and 


stop 








even wonder that old newspapers should 
come so high. The three volumes of 
the old Gazette cost $444 or $1 apiece 
for each new spaper in the three volumes, 
according to the Trenton True Americ 

he dates ranged from 1777 to 1796, 
and the State secured them from an ol 
bookdealer in New York The New 
York Historical Society had an option 
on them for several months, but finally 
relinquished it, and New Jersey opened 
negotiations. The papers are all well 
preserved. ttional Adve 

+o 

Tue selection of advertising medi- 
ums demands the same care as is given 
to the materials used in making the 
goods to be — 


STEREOTYPED ADV ERTISING EX 
PRESSIONS 





“LACE CURTAIN SALE.” 





PRINTERS’ INK 21 


BEING SPECIFIC. 

Making a feature of a single article 
in an ad is by all means the most direct 
way of getting people’s attention fixed 
upon you and your business. John 
Schwarz, dealer in cutlery,’’ gives 1in- 
tormation, true, but it is intormation 
of the meagerest. Let John Schwarz 
sse his space to set forth one certain 
rticle, a penknife, say. John 
Schwarz is selling a handsome, serv 
eable penknife tor fifty cents. 

te with two good _ steel blades, 

unted in imitation ivory, sharp, ready 





r use, capable of keeping an edge 
d of handy size. Such a statement 
ves the reader something tangible to 
ink about and reminds him _ possibly 
it he has been in need of a penknife 
1ese many days. It is as though 
John had personally selected a_ knite 
from his’ stock and _ handed it 
over for inspection. In addition it 
gives the reader a far better basis for 
speculation upon the rest of the stock. 
lf John has knives for fifty cents he 
must necessarily have a good scissors 
at the same price; one would better 
step in and see—find out what sort of 
knife can be had for seventy-five 
cents or a dollar. So with the butcher 
ind druggist and second-hand book- 
seller. Let them use their chance of 
access to the public ear to tell about 
some special thing they have to offer 
‘Fine lot of spring chickens came in 
yesterday; tenderest lot received this 
season, ten cents a pound;” or, “ 
new preparation of vaseline and witch 


hazel for curing the chapped hands and 
lips so prevalent these April days;”’ or, 
‘A fine una aetages Webster, author- 
ized + edition, at $4.50, very nearly 
new These are the ads that say some 
ing definite and give the reader food 

thought ; are not colorless, meaning 
less generalities.—Ad Sense. 











+o - 
IN GERMANY. 

Advertising on the scale practiced by 
American manufacturers of oatmeal, 
baking powder, etc., is, with few ex- 
eptions, unknown. The exceptions 
are, for instance, the firm of Stoll 
werk Bros., of Cologne, the largest 
German manufacturers of chocolate, 









cocoa and confectioneries, which ex 
pends annually in the neighborhood of 
$65,000 in bringing its goods prom- 
inently before the public. This firm 
lso distributes yearly thousands of 


such articles as small complimentary 
mirrors, decorative glass plats for hang 

ng on window panes, and. artistically- 
colored plate glass signs. Another firm 











that engages extensively in advertising 
is Linde Bros., of Dortmund, the well- 
known manufacturers of coffee essence, 
their annual expenditure for advertis 
ing reaching the important figure of 
150,000 marks ($37,500). Posters are 
so used to some degree, but nothing 
the extent Americans use them, 
t do German posters compare favor- 
ably with ours from an artistic stand- 
point.—New ong and Grocer. 
--—__—__ 


A COMPARISON, 
White space is often the silence which 
is golden, as compared with the silver 
of too many words.—J. N. Jaros. 


SUBSCRIPTION 
BILL. 

Librarian of Congress spends $5, 
year for newspaper subscriptions. 
The most expensive paper on the list is 
the Fiji Island /imes, price $20 a year. 
he oldest is the Kin Pan, of Pekin, 
aged 1, years. Sometimes a vigilant 
watchdog of the Treasury wants to know 


UNCLE SAM’S 


The 


000 a 


000 





why the Library of Congress cannot get 
free copies of newspapers and maga 
zines. Allan B. Slauson, chief of the 
newspaper division, makes this explana 
tion jut foreign publishers are very 
—_ like their colleagues in America. 

They charge full rates to supply even 
their own native libraries. Imagine, for 
instance, that every publishing firm in 
the United States supplied free copies 
of periodicals to the thousands of smail 
and large libraries in this country, and, 
in addition, had to send free copies to 
the library of every foreign capital. You 
can easily figure out that this would 
mean the loss of at least 500 yearly sub 
scriptions which most certainly would 
be paid if the papers could not be ob- 
tained free.”—National Advertiser. 

soe 

COMPOSITOR FOLLOWED COPY 

A good story is told of E. T. Cook, 
who succeeded Sir Alfred Milner as 
editor of the London Daily News. In 
the days when Mr. Cook first began 
editorial work on the Pall Mall Gazette 


he wrote an editorial leader beginning: 


‘To-morrow is the anniversary of the 
death of Louis Philippe.” The ever- 
intelligent compositor set it up: ‘“To- 
morrow is the anniversary of the death 
of Sam Philips.” Mr. Cook was 
angered when the proof came to him, 
and so he wrote on the margin, “‘Who 
the dickens is Sam _ Philips?” and 
thought no more of the matter. The 
next day, he was pained to read, ‘“To- 
morrow is the anniversary of the death 
of Sam Philips. Who the dickens is 


Sam Philips ?”—Nez wspape rdom. 


Att advertising does not pay. All good ad- 
vertising does. That’s what good advertising 
is: advertising that brings results.—A gricu/t- 
ural Advertising. 
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Royal Lather Brush 
FITS THE FACE, 
Never twits nor curls, 
Always a brush—never a mop, 
Only brush made with which you 


RUB IN THE LATHER® 
Sy opening half way and mak- 
ing a short elastic brush, which 


akes shaving 
easy. Ifshaved by a barber have 
him rub your face with a Royal 
instead of his fingers. You'll en- 


joy it. 
Well Lathered Is Half Shaved. 
Fine French Bristles, Aluni- 

num Ferrules. Faultless at he 

or abroad. Gu At your 

dealers, or postpaid, 50c. Return- 

able if not satisfactory. 

Cc. E. THOMPSON MFG. CO. 

Troy, New York. 








HALP OPEN 


THE WRITER OF THE FOREGOING 
VERTISEMENT HAS SUCCEEDED IN 
IT INTERESTING AND 
USUALLY CONSIDERED RATHER AN EASY 
FEAT BY THOSE WHO HAVE NEVER AT- 
TEMPTED IT, NTIL THEY TRY. 


AD- 
MAKING 
CONVINCING 








97 
THE SOLDIER AND THE AD. 
A soldier is killed in battle, the ranks 
close up and the column marches on. 


In life he was an effective soldier, in 





death he is forgotten. In life his every 
achievement but increased the magni 
tude of past victories; in death, his 
share in the spoils of victory is trans 
ferred to another—who lives. Just so 
with advertising. The ad that is al 
ways found on the firing line, through 
thick and thin, in season and out of 
season, is the ad that will win its 
share of the spoils in the division of 
trade; while the ad that is run for a 
season, and then “slumps,” carries with 
it all its power for good. If at some 
future time it resumes its place in the 
paper, it will have to enter the list as 
a new competitor—some other and more 
progressive ad having alienated its 
favor with the buying public.—Mississ- 
ippi Valley Lum nanan. 


Classified Advertiaoments. 


Advertisements under this head tivo linesor more, 
without display, 25centsa line. Must be 
handed in one week iu advance 

WANTS. 
DVERTISE ote for the 
Charleston, 8S. 


W's nH. r, on county si 
. SORRE 
\ DVERTISEME NTS for the paper w ith large cs 
4 local circulation in Charleston, 8. ‘ TH 
EVENING Post. 
E RTISING manager wants to make 


for chance to show more ability 
* CHANGE,” care Printers’ Ink. 


EVENING Post, 





eat weekly. 
, Oregon, Il 


Send samples, 














Good re fs. 


artist-writer desires editorial 


N EWSPAPER 
LN position with country daily or weekly. Can 
Penn 


on a E. I. KIRK, 301 
a 


, Reading, 


Waste »—-Al aN tanta 
machine, female. Give refe 
state salary expected. “ PUBLISH 





Box 1697, New York. 

A HIGHLY successful 
4 man, now employed, 
itor or manager of a good country 
dress “ H. L.,’’ care Printers’ Ink. 


\ ,ANTED—To sell at low figure a growing 

farm paper property worth double price 
asked. No better opening in the South ibe a 
hustler. E. E. ADAMS, Lebanon, Tenn. 


DVERTISING manager who has developed 
4 his field to the limit will consider an offer 
from a paper willing to pay a good salary for a 
first-class man, Address “ L.,” Printers’ Ink. 


all-round newspaper 
wants position as ed- 
daily. Ad 











\ 7 EB pressman and stereotyper wants a posi 
tion ; at present employed in large 

desires change. Exn., sober, reliable. Ref 

Will go any where. “ H.,” Printers’ Ink. 


room ; 
erences, 


— >> 
PHOTO ENGRAVING. 
; he STANDARD ENG RAVING co., 61 
St., New York. 


Ann 





aad 
MAILING MACHINES. 


‘HE BEST. a labeler. ’99 pat.,is only $12. RFV 
ALEX. 


DICK, 43 Ferguson Ave.. Buffalo, N.¥. 





- >> 
PREMIUMS WANTED. 
w 1“ e- miums for weekly journal, from 


Werte ie 





Send dese a WASHING 
TON Mili ROR, Washington, D. 
+o, 
POSTAL CARDS BOUGHT. 
J ROaRC ELL ED printed or addressed pos tal 





ards and stamps bought for cash BURR 
MANUF ACTURING CO., 614 Park Row Bldg.,N.Y. 


PRINTERS’ INK. 


PREMIUMS. 


YELIABLE goods are trade builders. Thou- 
\ sands of suggestive premiums suitable for 
yublishers and others from the foremost manu 
acturing and wholesale dealers in Jewelry and 
kindred lines, 700-p. ill’d list price catalogue 
free. S. F. MYERS CO., 48-50-52 Maiden Lane, N.Y. 


YREMIUMS—If you are using or going to ure 
guitar~, mandolins, banjos, violins any 
re ods of a musical nature,send for our catalogue 
und prices. We can give you some valuable “te 
srestions and save you money. A, ©. & E 
HOW anufacturers and Jobbers, 904 Pay State 
bldg., Chicago, It. 











+> 
NEWSPAPER BARGAINS. 


QE ) of the greatest coportnnities in New Eng 








land Stat a weekly and job plant — prac 
w al monopo , Y 1 year Must be 
sold quick. i), or more. cash required. The 
first newspaper man who sees the property and 


appreciates business situations will own it. 
Dailies and weeklies in 38 States. Send for my 


spec ial list Any reliable properties for sale, 
*David” knows about them. What do you 
want?! 


Wanted—by clients—reliable daily and weekly 
prope ca = the East and West 
c. FF. VID. Abington, Mass., Confidential 
Broker a E ae rt in Newspaper Properties 
“or 


4DVERTISING MEDIA 


Seca EVENING POST, Charleston, 8. ¢ 
_ EVENING POST, Charleston, 8. C. 


6 Nis EVENING POST, Charleston, S, C 


Sas EVENING POST, Charleston, 8. 


ypHe EVENING POST, Charleston, S 
pue EVENING POST, Charleston, S. C 


i hes IN TERRITORIES, Muskogee, Indian Ter 


ritory. 
7% IN TERRITORIES, Muskogee, Indian Ter 
ritory. 
be a3 by rtising yg in Charleston, 
HE EVENING Pos 
I ARDWARE DEALERS’ MAGAZINE, 
ple copy 10 cents, New York City. 
T= EVENING POST, of Charleston, 8. C., 
claims the largest local circulation. 
[RE officis! Journal for all city advertising of 
‘harleston, 8. C., is THE EVENING Post. 
\ DVERTISERS’ GUIDE, Newmarket, N. J. 
4 line. Cire’n 4,500, Close 2éth. Sa: —_— fre 
yAC K-COVER quarter pa age. 3,000 circu... & 
) 12 times, $180. PATHF {NDER Pathfinde r, Dc 
) EACH the best So ithe ‘rn farmers by planting 
\ youradsin FARM AND TRADE, Nashville, 
Tenn. Only 1c. a line. 
4 NY persen advertising in PRINTERS’ INK to 
“\ the amount of $16 or more is entitled to re 
-eive the paper for one year 


PHe! 


sam 


























6 hss advertising forall the de partments of the 
city of Charleston, is done under 

contract exclusively in THE ENING Post 

B LOTTERS are good as an advert 
) sition if you use them right. 

you how we doit! JOHN T. 











ising prop: 
Shall we teil 
PALMER, Philada 


WEB perfecting press, linotype machines 
d and a building of its own is evidence of 
the ecepereny of THE EVENING Post, of Charl 
ton, 8. C. 


»EST anaes lea me dium in the Middle West 

» is TWIN TERRITORIES, Two years estab 
lished. Reaches the homes of the prosperous 
farmers and we althy ci cattlemen. 


[HE EVENING POST. Charieston, S. C., will 
publish want advertisements at one cent a 
net; 50 inches display for $15; 100 inches 

00 inches, $60 ; 500 inches, sv0; 1,000 inches for 
Additional cha arges for ‘position and break 











$165, 
ing of column rules. 




















PRINTERS’ INK. 


DAC fgg COAST FRUIT WORLD, Los Angeles, 
l ‘al. Foremost farm home journal. Ac tual 
pe. 053 weekly. among wealthy ranchers ; 
growing rapidly; 5c. agate ;no medicine ads. 


BOUT seven eightns of the advertising done 
A fails to be effective because it 1s placed in 
papers and at rates that give no more than one 
eighth of the value that might be had by placing 
the same advertising in other papers. If you 
have the right advertisement and put it in the 
right papers, your advertising will ey Corre- 
eponde nee solicited Address_ TI GEO. P 
hOW KELL ADVERTISING AGENC . 0 Spruce 8t., 
New York 


*HE HOME MAGAZINE, 
its fourteenth volume, having been started as 

the Commercial Travelers Home Magazine. Two 
vears ago the name was changed to the HoME 
MAGAZINE, and the office removed to New York 
City. Sinee then the energies of the MAGAZINE 
have been devoted more to pushing the circula- 
tion than toward building up the advertising 
patronage, upon the principle that circulation 
is absolutely essential to give advertisers satis 
factory results on their business. 
‘he circulation of the May issue was 75,000 cop- 
ies, actually. of which over 40,000 are regular 
subse ribe rsand the balance newsstand sales, ex- 
chang advertis ng copies. A feature about 
our ci “ulation is that we deal direct with the 
news trade outside of the American News», 

Our rate is $:0 per page or 4) cents per agate 
li 









In 


OF*NEW YORK, is in 

















ne. 
We want your business because our circula 
tion will bring you results 

Send for copy and you'll be greatly pleased 
with it. THK ILOME MAGAZINE, 93-99 Nassau 
St., N. Y. City. 





_— 
PRINTER 
LITTLE paper of 





your ownt —— omy your 





business. A very — tive « $150 
per M. Samples, 2c. DW, R. G ARDNER® At- 
lantic, lowa 





- — 
SUPPLIES 
6 Ne ~ ag a is printed with ink monntoetnred 
by the D. WILSON PRINTING INK ¢ 


Ltd... 1 fl St, Nw w York. Special prices ‘ts 
cash buyers 
—- — 
BOOKS. 


A POSTAL ©4RD will get our wine cookery 
book and price list. If you like good thing: 
to eat and drink send for it. C. SW EZ 
with Brotherhood Wine Co., New York C ity. 

=” +2 


LETTER BROKERS. 


ETTERS, all kinds, received from newspaper 

4 advertising, wanted and to let. What have 

you or what kind do you wish toe hire of ust THE 
MEN OF LETTYERS ASS’N, 595 Broadway, N.Y. 








~7o- 
STEREOTYPE OUTFITS. 
N° ating of Type in my New Stereotyping 
4 Process. Oxtfits $l4up. Kasy cut making 
processes ; no etching. Send stamps ae, circu 
lars, samples, ete. H. KAHRS, 240 E. 33d St., N.Y. 





Sad 
ADVI RTISEMENT KEYS. 


QEND 10 cents and we will send you the sim 
«’ plest, most accurate, most satisfactory meth 
od of keying your ads. Save s — ost a hundred 
times in three months. R. H. RAMSEY ADV. 
CO., Box 11, Glenolden, Pa. 

_ —— = 


ADVERTISING INSTRUCTION, 


J UST placed another graduate successfully. 
¢! Advertisement writing practically taught by 
mail. Private individual instruction. Big pay. 
Good prospects and increasing demanf. No er- 
veriment. Results proven. Particulars free. THE 
»AGE-DAVIS CO., 11 Medinah Te nai Chicago. 


— +e 

ADVERTISING 

She “4 LE wagons for merchants, $40; lettered 
to suit. ROADSTER SHOPS, Camden, N. J. 


k ~~ the purpose 
of 


NOVELTIES. 


of inviting announcements 
Advertising Novelties likely to 
reader as well as adve rtiser, 4 lines will be in- 
serted under this head once for one dollar, 


23 
NEWSPAPER INFORMATION. 


Fror latest newspaper information use the lac- 
est edition of the AMERICAN NEWSPAPER Dt- 











RECTORY, issued June 1, 1900. Price, five 
dollars. Sent free on receipt of price. GEO. P, 
ROWELL & CO., 10 Spruce St., New York, 
——__ + 
ADDRE: ES. 
( YREATE business “without expensive news 
per advertising. Use Carter’s Classified Ad- 


dresses. Only house in the world furnishing 
names not to be found in directories. Have you 
aremedy for cancer, catarrh, deafness, dyspep 
sia, kidney troubles, ncrvous troubles, rheuma- 
tism, skin diseases, ete. Do you want agents to 
sell your goods from house to house? We have 
America’s population classified acc ording to af- 
flictions, occupation or condition. Can address 
your envelopes or wrappers. Capacity 100,000 
daily by expert copyists. Prepared to furnish 
any claxsof names, envelopes or wrappers, plain 
or printed, address the latter and attend to mail 
ing if de sited. State specifically — you have 
to sell, how you want to sell it Ve will reply 
by return mail with full Lm. n that will 
make your waine 88 a suc ee 88. 

FRANK R. CARTER, 12 EAST 42p ST., N. Y. 


——- 


FOR SALR. 














Fors SALFE—A le ading 16-page Southern farm 
journal located in city of 100,000. Good busi- 





ne No plant. ee see ning for good man. 
excellent locs Will sell cheap or will lease, 
E. k. ADAMS, Le A. Tenn 


vse tY issue of PRINTERS’ INK is religiously 

read by many newspaper men and printers, 
as well as by advertisers 
paper, or to sell a paper, or type or ink, the thing 
to do is toannounce your desire in a classified 
advertisement in PRINTERS’ INK. The cost is but 
25 cents a line, As a rule, one insertion will do 
e business. Address PRINTERS’ INK, 10 Spruce 
, New York 


yess SALE-—THEK ILLUSTRATER YOUTH AND 
Nashville, Tenn. The only high grade 
literary magazine published in the South. Would 
prefer to only sell an interest, if I could be re 
lieved of the business manage ent. I am pro 
prietor of eight business colleges, and have other 
interest to look after; hence am overworked, 
Great opportunity to get an established maga- 
zine. Write J. F. Draughon, Nashville, Tenn 


If you want to buya 











ADVERTISE ME NT CONSTRI CTORS 








DS $1 each, booklets $1 a page. CHAS 
va WOOLFOLK, 446 W. Main St., Louisville, Ky. 
ED SCARBORO, write: «of forceful advertis- 
e) ing. Request estimates, 20 Morton St., Bklyn. 
AUNCTIING a new business? Whether it will 
4 bean ocean arg ora catbeat may depend 
on the advertising. et us start you right. 
SNYDER & JOHNS IN, Advertising Writers and 
Agents, Woman's Temple e. Ch 









| » OOKLETS, ADVERT ISEMENTS, CIRCULARS. 
> J am in a position to offer you better service 
in writing, designing and printing advertising 
matter of every description than any other man 
in the business. | make the fashion in typo- 
graphical display. I have charge of the me- 
ch ‘nical department of PRINTERS’ INK. No other 
paper in the world is so much copied. My facil 
ities are unsurpassed for turning out the com- 
plete job. If you wish to improve the tone and 
appearance of your advertising matter it will 
pay you to consult —_— WM. JOHNSTON, Man- 
ager Printers’Ink | . 10 Spruce St., New Y ork. 








Th me how much and what kind of adver- 
tising you have been doing (and samples if 
possible), give me an idea of your field, your 
prospects and your plans, and I will tell you just 
what! think you should do. _I will give a plain, 
logical reason for anything I advise or suggest. 
I will charge nothing for the advice. You will 
certainly concede that two heads are better than 
one when it is your privilege to acce pt or reject 
what number two says. My advice will be based 
upon a good deal of “practical experience as an 
advertising specialist, and upon a wide knowl- 
edge of the successes of other advertisers. I 
plan, write and illustrate advertising matter of 
every sort for manufacturers, jobbers, retailers 
and all kinds of mail order houses. My prices 
a very low for thoroughly high-grade service. 
HOLLIS CORBIN, 253 Broadway, New York City. 
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We Control the Privile 


of outside step-riser signs (as per illu 
N.Y., cars, two on each car. Contrac 











SIZE OF STEP-RISER Sl 


cM 8 


These 
signs are 
not only 
seen by all 
who get 
on the 
cars, but 
by every- 
body in 
the streets 
as well. 

A great 
opportu- 
nity to 
cover the 
entire 

city ata 
moderate 


cost. 











For rates, etc., address or apply to 


George Kissam & Co. 2 
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mena SS 


vilege... 











er illustration of “Ivory Soap”) on the Rochester, 
ontracts for one or more years can now be placed. 


RISER SIGN 9X30 INCHES. 
i 


Se 





Step- 
Riser 
signs 

to be of 
enameled 
iron 
insuring 
attractive 
display, 


=| permanent 





¥ colors 

ae as e gt and 
: Pas . 

H. B. GRAVES. eee quality. 


Canpers. Furmrrurt~ Drapenies 
4-18 STATE SF 














POSTAL TELEGRAPH BUILDING, NEW YORK 
% 2 4 16 STATE STREET, ROCHESTER, N. Y. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 

(@r Iseued every Wednesday. Tencentsa copy. 
Sub cription price. five dollars a year, in advance 
Six dollars a bundred. Noback numbers 

tz Being printed from plates, it is always pos- 
rible to issue a new edition of five hundred cop 
ies for #30, or alarger number at the same rate. 

tr Publishers desiring to subscribe for PRINT- 
FRs’ INK for the benefit of advg. patrons may, on 
application, obtain specia! conrtidential terms. 

te If any person W ho has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
eubseribed in his name. Every paper is stopped 
et the expiration of the time paid for. 
ADVERTISING RATES : 

Classified advertisements 2% cents a line: six 
words to the line; pearl measure display 50 cents 
aline; 5 linesto the inch. $100a page pecial 
pesition twenty five per cent additional, if grant 
ed ; discount, five pel r cent for cash with order 


Oscar Herzper xG, Managing Editor. 
Peter Dow can, Manager of Advertising and 
Subscription Department. 


New YORK OFFICES: NO. 10 SPRUCE ST. 
LONDON AGENT, F. W. SEARS, 50-52 LUD- 
GATE HILL, E. C. 


NEW YORK, AUG. 15, 1990. 


Profitable Advertising says that 
“quality is too often ths mage 
cloak that is used to make quantity 
invisible.” 


Mr. Bates’ Current Advertising 
is rapidly becoming an interesting 
periodical ; the man who ed-ts the 
department in it called “The Grid- 





dle” is doing much to make it so. 
Our Silent Partner, issued by 


the Sawyer Publishing Company, 
of Waterville, Me., is an excellent 
specimen of whi at a house organ 
should be. It is full of articles 
interesting to mail order advert-s- 
ers, with an occasional mention of 
the excellence of the “Sawyer 
Trio” as advertis'ng media thrown 
in. To be interesting should be 
the object of every publication— 
and that is what Our Silent Part- 
ner succeeds in being. 


THE Radford Review, of Chicago, 
a lumber journal, gives its readers the 
following unique advice : 

The secret of successful adver- 
tising is to make people talk about you. 
Of course you don’t want to give them 
a chance to say anything against your 
character, but get them to calling you 
odd; if you choose, let them call you 
a horse crank. It will pay, but do not 
spend any more time or money on the 
horses than the advertisement is worth. 
Wear a tali hat and a sacque coat all 
the year round, if your business needs 
heroic treatment in the advertising line. 
People will talk about it, they may call 
you a crank or even a fool, but tl y 
will buy lumber and building material 
of you, and that is what you are on 
earth for just at the present time. 





INK, 


One of Printers’ INK’s corre- 
spondents has this little complaint 
to make: 


I wrote to Merrill & Baker, of 9 & 
11 East 16th street, New York, for 
particulars of their Dr. Richard Gar- 
nett’s Anthology, in which I had be- 
come interested by the advertisements. 
They sent me a solicitor who wished to 
sell me the compilation. I explained 
to him that I did not wish t..e books 


but' would probably desire 


just at present, 
What I wanted 


them at a later ~~~ 





y a circular or booklet giving full 
saitiouions which I could keep beside 
me tu remind me of the matter. This 
he promised, but failed to send. The 


value of the advertising is certainly de- 
creased by such a course. 








A CORRESPONDENT writes: 


fact that, 
the C'linese 


since the 
troubles, 


It is a peculiar 
commencement of 


there has been a very marked increase in 
the quantity of steam laundry advertis- 
ing, and a corresponding decrease in 
volume of Chinese trade in this line. 
The Celestials have become distinctly 
unpopular, and thousands of Americans 
have taken their natronage away from 
them. American laundrymen, intuitive 
ly expecting this, began to send out 
circulars and to advertise in the local 
papers for business which was easily 
theirs for the asking. They were sharp 
enough to seize the opportunity when 
it presented itself, and are almost doub 
ing their trade accordingly. Mean 
while the Chinese laundrymen are mak- 
ing strenuous efforts to Lold their trade, 
and have become additionally polite in 
their own clumsy way—to the *Melican 
man. They realize that they will be 
gradually forced out of business, boy 





cotted, as it were it would be by 





no means surprising if some of them 
were to resort to advertising in order 
to show that they are also possessed of 
spirit of enterprise. 
In the July 25th and August Ist 


issues Of PRINTERS’ INK a large num- 
ber of articles were published dealing 
with the circulations of publications 


in the United States. The actual fig 


ures or estimated ratings given were 
those appearing in the American 
Newspaper Directory for June, 1goo. 


A number of publishers have written 
to the Little Schoolmaster stating that 
the editor of the Directory now has 
figures where previously he gave esti 
mates, or is at present in possession of 


other figures than. those that were 
then given. These will of course ap- 


pear in the next (September) issue of 
the Directory: PRINTERS’ INK has no 
doubt that the editor of that reference 
book, with hunger 
for the distribution of circulation fig 
will take that these 
become accessible advertising 
public. 


his characteristic 


ures, good Care 


to the 








PRINTERS’ INK. 


THE FIFTH SUGAR BOWL. 











Oaktanpd, Cal., July 31, 1900. 
Editor of Printers’ INK: 

As you are going to award the “Fifth 
Sugar Bowl” to the weekly paper that 
gives the best results to advertisers, let 
me tell you and everybody that there is 
no paper in America that gives better 
results to its patrons than O Arauto, an 
eight-page paper now—the largest Portu 
guese paper in America. Here are 
the reasons: According to the Fourth 
Estate, of New York, the Arauto is 

paper that “‘makes people read 
* because the drauto is the only 
paper that gives a premium every week 
to the person who writes the shortest 
story about each and every ad in it. 


Everybody has to read the ads, either to 
compete in writing the story, or on read 
ing the story, generally a funny 
touching on every ad. Moreover, 
September the Arauto will publish every 


one, 


atter 


week the history of on« advertiser, his 
business methods, etc., free of cuarge 
The Arauto accepts only reliable ad 


vertisers and exposes any one that isn’t, 
drops it, as found out. This 
happened already with two large but un 


soon as 





reliable firms. he rai tries to 
protect its patrons and its readers, and 
pays $25 a year to an association that 
keeps it informed about the doings of 


every advertiser in the United States and 


Canada 
Notwithstanding 
the 1? | 
month 
scribers. 
To prove the strength the 
as an advertising medium look 
file and see advertisers keeping their ads 
on year after year, them pay- 
ing in advance, not one of them being 
there just to ‘fill.’ 


features 


cents a 


the above 
uto charges only 


inch tor 





per every 1,000 sub- 


frau 


of 
k over 


its 


some ot 


[he Arauto is the only Portuguese 
paper that says “Books open to adver 
tisers.” It says also : half-page free for 
one year to any advertiser that proves 
this is not the largest circulating Port 
uguese paper among the 80,000 Port 
uguese in the United States, Hawaii, 
Portugal and Brazil. It has well fit 
ted correspondents in many cities where 
no other Portu-vese paper has_ them, 
such as in Lisbon, Demerara, Hawaii, 
brazil, West Africa, South America, etc 

Is there any other paper so deserv 
ing the * Fifth Sugar Bowl”? Certainly 
not. So, please, Mr. Editor, ship it at 


Oakland, Cal., and 
when it 


once to 470 oth street 
we will have a great “tiolyday” 
Yours truly, 
J. pe MENEZES 
Editor and Proprietor O Arauto. 
The American Newspaper Di 
rectory gives tlis weekly aZ rating, 
i-. cating failure to secure a satis 
factory circulation report ; it also 
puts it into the J K L class, which 
means that tl Directory editor 


gets here. 


estimates the average output to 
be less than 1,000 copies per is 
sue. The first necessity in esti- 


mating the value of an advertising 
medium to an advertiser is to know 


2” 

and here that is 
PRINTERS’ INK. 
o> 


TOO SENSITIVE. 


the circulation 
lacking.—| Ep. 


Office of 


“Tue ALKALOIDAL CLINIC.” 
Cuicaco, August 3, 1900. 
litor of Printers’ INK: 
We have a copy of Printers’ INK for 


\ugust ist, and note the article respect 
ing the circulatio of different medical 
journals based on the ratings accorded in 
the new American Newspaper Directory. 


t seems to us that the Alkaloidal 
Clinic’s circulation is not exactly or 
quite fairly reported. In view of the 
fact that we have alwavs furnished you 
with a detailed affidavit, the word “re 


ported”’ used in connection with our cir- 
culation and not used in other instances 
is the matter to which we refer. 
Yours truly, 
Tue ALKALOIDAL CLINIC. 

The Alkaloidal Clinic is too. sen- 
ve; the word “reported” mvans 
just what it says, that a satisfac 
torv circulation statement hasbeen 
sent in. If every publisher were 
as frank about his report the 
Alkaloidal Clinic people have been 
for years, what few circulation 

- . 2 ’ ! 
problems there would be 





as 


“THE TEACHERS WORLD.” 





e of 





“TEACHERS WorRLD.” 
New York, August 3, 1900. 
Editor of Printers’ INK: 


We note that the Teachers’ World is 
carefully omitted from list of class pa- 


pers, under the head of “iducation,” in 
\ugust ist issue of PRINTERS’ iNK. 
Why? Very truly yours, 

Bemis Pusiisuinc Co. 


Since 1894, when the publisher 
asserted his smallest issue to have 
been 44,000, the Teachers’ |Vorld 
has not furnished the American 
ivewspaper Directory with circu 


lation figures. At present it is 
rated D, which means that the 
ed:tor of the Directory estimates 
the output to be :a excess of 17,- 
500. The Printers’ INK article 
referred to was limited to edu 
cational periodicals having, or 


which recently had, average issues 
in excess Of 20,000 copies. 
: pent : 

A CYNICAL reader suggests that 
it is possible to secure testimonials 
as to the merit of anything in the 
world, no matter how ridiculous 
it may be; in fact, that the more 
ridiculous it is, the easier is it to 
secure the testimonials desired. 








IN MINNEAPOLIS. 


For a considerable period Print- 
ERS’ INK has had a department 
conducted under the heading 
“What Some Publishers Assert. 
At its head in every issue is kept 
standing the words that follow 

The paragraphs in this department are 
inserted without any charge or payment 
A publisher who has a goou story is in 
vited to tell it as tersely as he can, 
setting up the most substantial claim he 
habitually uses to influence advertisers. 
Although a publisher need not necessar 
ily refer to any paper but his own, there 
will be no objections to comparisons. 
What the publisher sends is published as 
coming FROM HIM. It is his privilege 
to praise his own paper all he likes, for 
what is wanted is what can be said in 
its favor. What he does say, however, 
ouvht to be true—absolutel 

Every paragraph inserted in this 
department is designated by a 
number indicating its origin 
follows: 











as 


EXPLANATION. 
(1) From printed matter emanating 
from the office of the paper and used in 
connection with its correspondence. 


(2) Extract from a letter or a postal 
card. ‘ 
(3) Extract from the columns of the 


paper appearing either as advertising or 


reading matter. 

(4) By word of mouth by a 
sentative of the paper. 

The purposes served by this de- 
partment are several. Among them 
may be mentioned: (1) Its useful- 
ness to the editor of the American 
Newspaper Directory, who keeps 
on file a mass of information 
gathered from year to year con 
cerning American newspapers. 
He thus has at hand, in chrono 
logical order, accessible at a mo 
ment’s notice, a conveniently ar 
ranged mass of interesting docu- 
ments, statements, pamphlets and 
circulation figures, going to show 
what is claimed for a paper by its 
owners or asserted of it by its 
enemies and friends. (2) It pleases 
a newspaper man to have his asser- 
tions concerning the good qualities 
of his periodical brought to the 
notice of advertisers and others. 
(3) Advertisers take a certain in 
terest in statements of the sort. 
(4) The Directory business man- 
ager finds in these paragraphs aids 
in preparing copy for advertise- 
ments and in solicit'ng orders he 
finds such copy useful. 

The department has 
rather beneficial in each 


repre 


proved 


of the 


PRINTERS’ INK. 


ways specified above and the sub- 
head : 
“I said in my haste al 
Psalm cxvi., 11. 


liars.”’ 





i men are 


has tended to excuse some pretty. 
brash statements which from time 
to time get a place. That the sub 
head does have a moderately close 
application to an occasional speci 
men of these newspaper statements, 
and to the newspaper man from 
whom it emanates, is from time to 
time quite apparent. As an inter- 
esting illustration the case of the 
Minneapolis Times may be taken. 
InPrinters’ INK for July 11th the 
paragraph printed below was given 
place with the explanation that it 
was copied from printed matter 
emanating from the office of the 
paper and used in connection with 
its correspondence : 

The Minneapolis Times prints more 
paid classified advertising than all the St. 
Paul dailies combined and nearly as 
many classified advertisements as any 
two other daily papers in the Twin Cities 
combined. It prints no free advertise- 
ments of any kind, every line being paid 
for. The Times classified columns are 
popular, because they are result produc- 
ers. 

Shortly after the Minneapolis 
Times began reproducing this in 
its columns as an original utterance 
of Printers’ INK. This brought 
out the following protest: 

* THe MINNEAPOLIS TRIBUNE.” 

MINNEAPOLIS, Minn., July 31, 1900. 
Editor of Printers’ INK: 

Will you permit me to call your atten 
tion to a four-inch double-column display 
ad in the Minneapolis Times, July 
1900, which, as you will notice, 1s a quo 
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tation credited to Printers’ Ink, July 
11, 1900. As Horace Greeley once said 
upon a memorable occasion, this is “tim 


portant if true. 

On account of its importance (and in- 
cidentally for convenience) I will repro 
duce the production here; its truthful- 
ness I will leave you to determine wnen 
you have learned a few collateral facts. 
The ad, including the quotation marks, 
as follows: 

The Minneapolis 7i.nes prints more 
paid classified advertising than all the St. 
Paul dailies combined and nearly as many 
as any two other daily papers in the 
Twin Cities combined. It prints no free 
advertisements of any kind, every line 
he. g paid for. The 7imes classified col 
umns are popular because they are re 


sult producers.”—-Printers’ INK, Jit 
II, 1900. 
If Printers’ INK were not the recog 


nized authority among advertisers I 
should not have taken your time or my 
own to challenge this statement, even 
though it came from you. As it is, I 


dislike very much to complain about any 
thing you say about any other newspa 
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per in the Northwestern field. Each man 
has his own point of view, and | would 
be the last to coerce you or any one into 
accepting mine. 

But there may be some facts not upon 
the surface which would modify your 
statement. If it should appear that the 
Minneapolis Times has engaged in a 
ampaign of padding out its classified 
i\dvertising e with a view to demon 
srating to the foreign advertiser its 
local popularity, the story might have a 
different climax. ‘The foreign advertiser 
is likely to judge from cursory examina 
tions and general appearances; the classi 
fied ad page, for instance, the very hy 
pothesis upon which this campaign may 
have been predicated. Would any ad 
vertiser base his judgment upon bogus 
appearances, if he knew the true facts, 
as demonstrated Ly the documents and 
forms sent you herewith? 

The Times, upon its own blank form, 
offers to publish regularly for one week, 
under the head of Situations Wanted,” 
an ad of 15 words for 25 cents. The 
form further provides: “If a situation is 
not obtained within one week advertise 
ment will be continued a second week 
upon request, free of charge; advertise 
ment will be continued a third week upon 
request, free of further charge.’ 

The same kind of a proposition is 
made to those who «esire to insert an 
ad under “Help Wanted.” 

.t me analyze these propositions 
Each is an offer to print two lines 7 
times (or 14 lines), also 28 or 42 lines 
upon request, all for 25 cents. The 
limes might be justified offering to 
print ‘‘Situations Wanted” and “Help 
Wanted” ads free, as many other papers 
do. This is substantially what it pro 
poses, but it evades this point by making 
the price so low that they are substanti- 
ally free. This evasion is necessary in 
order for it to make the announcement 
that “it prints no free advertisements of 
ny kind, every line being paid for. 

Paid for at full market value, too, per- 
haps. 

But there is another proposition which 

eads_ substantially as foliows: “We 
would be pleased to receive an order for 
your ‘For Sale’ advertisement. The 
Times makes an exceedingly low price 
for this particular class of business, anc 
practically guarante’s satisfactory re 
sults. We will publish this advertise- 
nent (15 words) in the Morning and 
Sunday Times for 50 cents for one week, 
unless we are notified that you have sold 
the property. This will be continued for 
one (the second) week without addition- 
| charge, if you so request at the end 

f the first week. If the property is not 
sold during this time, the advertisement 
will be published another week (the third 
week) without extra charge, if you 
notify us that you wish it continued. 
This is a ‘For Sale’ ad of 15 words, gt 
times for 50 cents.’’ Similar offers are 

ade for the various classifications, such 
as Real Estate, For Sale, For Rent, ete. 

At the same time the 7imes runs at 
the head of its classified aavertising 
olumns (making no exception on its 
rate card or elsewhere that the foreign 

lvertiser would have a cuance to see 
t) the announcement, “7Jimes Wants, 
1 cent a word.” 

This process, like many another tem- 














porary expedient, has its desired re 
sults at first By the aid of active so 
liciting the Times Want Page increased, 
in a few weeks, to several times its 
previous volume Real Estate and al 
most every other kind of property that 
could be advertised under various classi 
fications at the rate of less than 1 1-5 
cents a line per day. It had much of 
the appearance of success 

But I have learned from the Little 
Schoolmaster that no meaimum without 
real merit will long hold tue advantage 
gained by spurious methods If the 
fimes gives results it need quote n 
uch ridict lous prices for its space 
These ads are evidently desired for a 
purpose . 


ow if you will turn over the same 
leaf upon which appe:z ars the quotatic 

ascribed to Printers’ INK, you will 
notice how much all this exuberant 


exultation amounts to. You have the 
files of the Twin City papers in your 
office I would ask you to loos them 


over and make another comnarison be 
fore you lend the name of PRINTERS’ 
INK to the perpetration of so palpable 
a fraud upon the advertising public 

After writing the foregoing I chanced 
to find, in the Mail Order Journal of 
May 15, 1900, an agticle which indi- 
cates that others besides myself have 
noticed the Times’ methods. I desire to 
call your especial attention to these 
words of an advertiser whose complaint 
is the basis of the article referred to. He 
says: 

“T find that it carried old ads several 
days It ‘pads’ its classified columns 
with old ads and in making its advertis 
ing statement all this ‘padded’ matter 
is figured in. I also notice that local 
adwertisers are favored with frequent re 
insertions. when one insertion is paid 
for.” 

The Mail Order Journal, commenting 
upon the communication, points out how 
this method “gives advertisers several 





weeks’ free advertising anu guarantees 
the 7imes several columns of classified 


ads to enable it to brag about it 

In view of the very fair statement 
touching the papers of Minnesota in 
Printers’ Ink for July 2 feel sure 
that you will be pleased to know the 
facts These I nave tried to give you 
without bias and will be pleased to hear 
from you upon this matter. 

owe an apology for the length of 

this protest. Please consider it said 

Very truly, E \NDREWS, 

Adv. Mgr. the Minne: _— Tribune 

——— +o 
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PACKAGE ADVERTISING. 

There is no better exponent of 
the tendencies of the times in ad- 
vertising than the vast expendi- 
ture of money that the Nat:onal 
Biscuit Company is making in the 
exploitation of its “In-er Seal.” 

“The Package” is the very key- 
note of modern advertising. 

It might be possible, in the 
course of time, with large expend- 
iture, to tie purchasers to a 
trade name that they would buy 
nothing under any other name, re- 
gardless of the form of package. 
But the experiment would be cost- 
ly and risky, and could have no 
advantages over present methods. 
As a matter of fact, no principle 
is better established among adver- 
tisers than that a characteristic 
and easily identified package is a 
prerequisite to effective work in 
periodicals, in car cards and on 
the hoardings. 

It is wonderful to note the vol- 
ume of package trading in food 


so 


products, groceries and patent 
medicines. Sugar, molasses, vine- 
gar, flour, cheese, dried apples—a 


hundred and one things once re- 
garded as staples to be sold only 
in bulk now come within the pack- 
age field. Alcohol, ammonia, bay 
rum, come sealed and labeled. No- 
body ever thinks of buying liquors 
or wines except in bottles, show- 
ing where they come from, and 
who is responsible for their con- 
dition and character. The same 
thing is true of tobacco and cigars, 
of shoe polish, of baking soda, of 
stove blacking, of pins and needles, 
of sewing silk and cotton thread 
and — There has been a 


4 


file the leading 


spiedeleld duel dW eelevd 


The Geo. P. Rowell Advertising Agency keeps on 
daily 
monthly magazines; is authorized to receive and 
forward advertisements at the 
by the publishers, and is at all times ready to ex 
hibit copies and quote prices. 
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revolution in the methods of Am- 
erican trade within the past twenty 
years, a revolution that has come 
about so silently that even among 
practical business men many will 
find the synopsis of its results 
novel and almost startling. 

It is true that the “In-er Seal” 
of the National Biscuit Company 
is in itself worth advertising. It 
offers protection against moisture 
and odors and dirt. But the main 
concrete advantage in advertising 
it will not come from its intrinsic 
excellence. It will come from the 
identification in the public mind 
of that peculiar package with goods 
of a high quality, and from the 
habit which housekeepers will ac- 
quire of picking out that package 
on the grocer’s shelf. It seems 
clear that any identifiable package 
for advertised goods might wisely 
be made a prominent feature in 
the ads of the peataoe.—Tame. 


A POINT O OF LAW. 


_ The courts have decided in several 
States that unless the matter of circu 
lation is particularly specified in an ad- 
vertising order, the bill must be paid 
upon mere evidence that the advertise 
ment appeared and without the neces 
sity of proof of circulation upon the 
part of the publisher. Therefore no ad- 
vertiser can legally refuse to pay his 
bill on alleged shortage of circulation 
unless that feature is made a part of the 
original contract.—Secrets of the Mail 
Order Trade. 


oo a - 
OF THE SAME TONE. 

From the general character of a news- 
paper it is easy to tell what kind of 
readers it has. In framing his adver 
tisements the intelligent business man 
will conform to this in some measure, 
since it is to this that its circulation is 
mainly due. He knows that persons 
who are attracted by a particular news 
paper will be most easily reached by 
advertising announcements of the same 
tone Martinsburg (W. Va.) World 
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HE USED AN AD. 
_The following, from the New York 
News of August jd. gives an insight 


as to what uses advertising may be put: 

A young colored girl who gave tne 
name of another woman, was arraigned 
to-day in the West Side Court before 
Magistrate Cornell on a charge of rob- 
bery. ‘lhe complainant was Mrs. M. 
L. Slate of 225 est 106th street. Mrs. 
Slate inserted an advertisement for a 
servant in the early part of last month, 


and on July 9 engaged the woman giv- 
ing references from families on Madi 
son avenue. Soon thereafter Mrs. Slate 


begin to miss articles of apparel, and 


on July 19 diamond jewelry and wearing 
apparel to the amount of $100 disap- 
peared. On the same day the woman 
quit The police of the West tooth 


street station were notified, and have been 
searching ever since for her. Detective 
Eggers of that precinct saw how use- 
less it was to try and find her when none 
of her acquaintances were known, so 
he decided to act in a Sherlock Holmes 
fashion, and inserted in several morning 
papers the following advertisement: 
*Wanted—Colored girl for general 
housework; references; cal between 
10 and 11 A. M. Mrs. Kinsley, 101 West 
73d st... Mrs Kinsley had allowed the 
detective to use her name. Many ap- 
plicants responded, and among them the 
detective was overjoyed by finding the 
girl. He placed her under arrest and 
later took her to court. This name the 
police say is not hers, but the name of 
another woman whom she impersonated. 
According to Detective Eggers the pris 
oner confessed to the theft, and told him 
where she had sold the missing property. 
He recovered about half of it. She de 
nied that she had any accomplice. 

—_-- 

FINED FOR FALSIFYING 
CIRCULATION. 
A California publisher has been con- 





victed of uttering false circulation 
statements, and been fined $10 and 
costs. The case is believed to be the 
first on record. . Utiger was the 


Pomotropic. 
place 


Azusa 
were alleged to 
of the paper at 1,500 
complainant, an adver- 
the trial that the cir- 
been so represented to 
him by the defendant. The foreman 
of the paper was called by the pros- 
ecution to prove that during his con 
nection with the paper the edition had 
not exceeded 720 each week. The 
former owner of the paper testified 
that when he sold the paper to the de 
fendant, in 1898, the regular cir- 
culation did not exceed 750 copies. 
The plaintiff denied that he had ever 
misrepresented the circulation, and 
claimed that the statement of cir¢ula- 
tion on his letter-head was a mistake 
of the printer, The jury was out four 
hours.—Newspaperdom, Fuly 12. 
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publisher of the 
His letter-heads 
the circulation 
copies, and the 
tiser, stated at 
culation had 


THe most successful merchants of 
any city are those who use advertising 
space in the daily newspapers. There 
may be exceptions, but they are not 
one in a hundred.—Wilmington (Del.) 
Every Evening. 


THE 
It has 
libraries 


ABSOLUTE 
been suggested that 
keep a file of one copy of 
each magazine bound with the adver- 
tising pages intact, thereby furnishing 
users of the library now and in future 
generations an index to the advertised 
articles of a certain period. The num- 
ber of people interested in advertising 


INDEX. 
public 


and the advertising field is growing 
yearly larger and no provision is at 
present made for keeping a collection 


of literature 
for them to 
out of the 
writers find 
this literature 
ideas and 


that it is 
examine. 
question. Artists 
the accumulated 
very helpful, prolific of 
suggestions, for it shows not 
only what has been done but also what 
has not. Then the advertising of a 
certain month or year is a good index 
to the trade of the country, at least to 
the trade of a certai: department. Li 
braries are made for future generations 


otten 


necessary 
Private 


files are 
and ad 
mass of 


rather than for tne present, and in a 
hundred years a collection of this 
description will have become a mine 
of information. Did we possess so 
good an itemization of the trade of a 
hundred years ago much that is now 
unknown in the life of that time would 
be made clear.—Ad Sense. 

— +o, 

SCIENTIFIC OR ADVERTISING? 

It is announced that Mr. H. L. 
Kramer, the “Cascarets’” man, has be- 
come a Christian Scientist. As he is a 
man of strong convictions it may be 
assumed that he has not taken up the 
new belief without thinking over the 


matter very carefully. Whether he has 
thought about it most from a scientific 


or an advertising standpoint is, how- 
ever, a matter of conjecture.—Our 
Silent Partner. 

soe 






Ix SHIRTS TO ORDER~ 
ANY STYLE 
FOR~ $5So 

FiT GUARANTEED - 
QNLY MEASUREMENTS 

REQUIRED ~ 
SIZE OF COLLAR WOR 
LENGTH OF SLEEVE. 









EYE-ATTRACTING. 








32 
NEW TO SOME ONE. 

We have frequently been amused by 
hearing the most ancient jokes repeated 
in company, jokes which date back to a 
faraway past, and yet these have been 
appreciated and enjoyed, and have evi- 
dently been quite new to many people. 
There is hardly a story or fact, however 
common, that will not be fresh to some 
one. There is a moral here for adver- 
tisers. Any fact, however trite, stated 
in your advertisements, wii be read for 
the first time by some of your — 
Put forward every part, new and old, 
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favor of your goods whatever they are 
and you will gain much more than you 
will by fretting your life out in trying 
to be startling and original.—London | 
Edition Printers’ Ink. 
—_—___+o+ 
LONDON’S SANDWICH ARMY. 
The “sandwich army” of London, says 
the Money Maker, is 7,000 strong. In 
the service of one advertising contractor, 
it is said on good authority, have been 
doctors, solicitors’ clerks, actors, clergy- 
men, architects, and even a_ former 





Yorkshire 
Sheer misfortune 


squire, wealthy in better days. 
sometimes presses men 





into the service, but, according to a 

well-known contractor, drink is the 

chief recruiting-sergeant of the army of 

board-bearers, whose ordinary wages 

vary from 1s. to 2s. 6d. a day. 

CLASS PAPERS. 

ADVERTISING. 

PRINTERS’ INK is a magazine devoted to the 


general subject of advert'sing. Its standing 
and influence is recognized throughout the en 
tire country. Its unsolicited judgment upon ad 
vertising matters is of value to intelligent adver 
tisers as being that of a recognized authority. 
Chicago (I1L.) News. 

PRINTERS’ INK is devoted exclusive ly to adver 
tising—and aims to teach good a 
methods—how to prepare good copy 
value of different mediums, by conducting wide 
open discuss'ons on any topic interesting to ad 
vertisers. Kvery subject ix treated from the ad 
vertiser’s standpoint Subse ription price i 






















year. Adverti-ing rates, classified 2 
each time, display 50 cents a line. 4 “pat ge $25. 
page $50, whole page $100 each time. Address 
PRINTERS’ INE, 10 Spruce St., New York 
RELIGIOUS, 
BAPTIST. 

T= GEORGIA BAPTIST, Augusta, Ga., is read 

by more than 5,000 progressive negro pre ve 
ers and teachers in Georgia, Soutn Carolina, Alz 
bama and Forida. Cire’n for 1899, 6.275 week 1. 





ARRANGED BY STATES. 


its under this “head | 0 ) cents a line 
each time. By the year $26a Tis. No display 
other than 2-line initial letter. Must be handed 
in one week in adrance. 


CONNECTICUT. 


DVERTISERS desiring to cover New 
and radius of 14 miles, need only 
Guaranteed 4,700 aaily cir 


GEORGIA. 


Sou THERN FAIMER, Athens, Ga 
‘ Southern ag cultural publication. Thrifty 
people read it 0 monthly. Covers South 
and Southwest.’ Advertising rates very low. 


Advertise er tisen me 


London 
use THE 


DAY ula‘n or no pay 


Leading 











ILLINOIS. 


( YONKEY'S HOME JOURNAL. excells as a me- 

dium for interesting a good class of people 
in the smailer towns. Our subscribers own 
pianos or o:gans-the sign of a refined and well- 
to-do home- and are naturally a ore r buyers. 
150,000 at 60 per cent flat. W. 8. NKEY CoO., 
Chicago, Mlinois. 


MAINE. 


k years old—1899 biggest advertising 
year yet—rec: of THE COURIER GAZETTE, 
Rockland, Me cuice a-week. We want your ad 
if we haven’t it : ~audy. No other paper can put 
it it be! fore so mz any reade rs in ourcorner of Maine 


CANADA. 


‘AN a ADVERTISING is be st done ‘by’ 
E. DESBARATS ADVERTISING AG 


SIFTY FIVE 











P’ THE 
( LNCY, 


Montreal. 





Displayed Advertisements. 


50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance, 
or 


For Unused, Printed 


Addressed 


POSTAL CARDS. 
How many have you! Send 
simple to Ht ME SUPPLY 
co., W 2 Nassau St., N.Y. 


WE PAY 
CASH 


". 











Get our illustrated catalogue 
* of copyright Lodge Cuts, new 
Zand regulation. Better have 
exclusive agency for your 
city. We design, illustrate 
and electrotype 
R. CARLETON, 

218 220 So. 14ch St.,Omaha,Neb. 








The Northwest Is A Great Country. 


The Northwest 


MAGAZINE COVERS IT. 


Here is our territory: 
the 
Washington, 


Iowa, Wisconsin, Minnesota, 
Dakotas, Montana, Idaho 
Wyoming, British 
Ontario 


Oregon, Columbia, 


Manitoba, and Oklahoma. 


this territory The Northwest 
Magazine has 31,000 paid sub. 


In 


scribers. 
Communicate with any reliable agency 
for rates, or write 


ee _ —! 
THe NORTHWest 


ILLUSTRATED MONTHLY 
MACAZINE 





ST. PAUL, MINN. 


CANADIAN GENERAL OFFICES, 
intire Block, Winuipeg, Manitoba. 


CHICAGO, 638 Fine Arts Building. 
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THE WHOLE THIN B ER 

THE WHOLE T G } 

In The Evening Field, THAN EVER. 
is the atin 

Judicious, conscientious editing has made 


EPUBLIC 
TIMES SP afield 


Springfield, Ohio. 
‘now in its 14th year)much the most popular 


Only evening daily employing use of magazine of its class in the country. In the 
more than one typesetting machine. far West, the Northwest, the Pacific Coast 
(REPUBLIC TIMES hus three. ) ind the Dominion of Canada it hasa vast field 

practically all its own. No other outdoor 





Only evening daily receiving full || magazine has so sure a hold on the interestof 
leased wire telegraph report. | the whole family. If you think we are brag- 
Only evening daily regularly printing J| 8ing, send us your address for a free sample 
more than four pages. copy. Judges of good reading take to it at 


once. Without exception, every advertiser 
in SPORTS AFIELD Is reliable, honorable, high 
grade. No fakes or “*C heap John ” schemes 


Only evening daily printed on stereo- 
type perfecting press—others use coun- 


try cylinder press. : are ever admitted intothe great Sports Afield 
The Repustic TIMES carries more Family. Refer to any business house in Chi- 
home and foreign advertising than its ‘azo, Omaha, Denver, Los Angeles, Seattle. 


two evening competitors combined. ‘pe 
Advertising Rates: 
THE SPRINGFIELD PUBLISHING CO., Gun tath nb te Renna: 


Springfield, Chio. $3aninch. Page is standard mag 
azine size. 
H. D. L oA C ‘OSTE, 


ark Ro Yo oa aaat 
- ae “f F tenance ative, SPORTS AFIELD, 








Suite 1400 Pontiac Bldg., Chicago, Il. 
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I Complete the Whole Job. 


I will write your booklet or circular, will have it illustrated if 
necessary, will set the type and print it. Some of the best 
advertisers in the land leave such matters entirely to me, and I 
have yet to hear of one who was not thoroughly pleased. Or 
I will do any part of the work here mentioned. Write me 
about what you have in mind. 


WM. JOHNSTON, 
PrinTEks’ INK Press, 
ro Spruce St., New York, 


~~ 
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About American Newspapers! 


The editor of the American Newspaper Directory keeps on file a mass of infor- 
mation gathered from year to year concerning the circ ulation and character of Americ an 
newspapers, He has always at hand, in chronological order, acce ssible at a moment's 
notice, a conveniently arranged mass of interesting documents, statements, pamphlets 
and circulation figures, going to show ‘ what is claimed for a paper by its owners or 
asserted of it by its enemies and friends. By the aid of these and his familiarity with the 
subject it is always possible to pass the history of the paper in rapid review and com- 
prehend and measure the claims set up concerning its value to advertisers. 

A new edition of the American Newspaper Directory with circulation ratings revised 
and corrected to date will appear on Saturday, September Ist. This will be the third 
quarterly issue for the thirty-second year of the publication. 


PRICE FIVE DOLLARS. 


GEORGE P. ROWELL & CO., Publishers, No. 10 Spruce Street, New York. 
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* M4 
: THE VIRGINIAN-PILOT ¢ 
; NORFOLK, VIRGINIA. : 
; Has double the circulation of any other § 
newspaper in its territory. M4 

; It covers thoroughly Eastern Virginia § 
and North Carolina. v 
SeeceecccceceecececececeeececececceccceeceeS” 








If Any Man or Concern 


Has a good thing to present to the buying public, 
something that appeals to the good sense and needs 
of purchasers, no better field can be found than that 
covered by the Joliet DAILY NEWS, with its 
weekly edition, which together have 8,373 sub- 
scribers. The advertiser will have his copy handled 
intelligently and promptly, and no fuss made over in- 
correctinsertions. It has its own system of checking. 














The Evening Journal 


of Jersey City, N. J. 


vwvvvvvVvVvVvVvVvv. 


Goes into over thirteen thou- Paneer oe /4 486 
3c families i ; ity circulation in 1899, 9 


sand families in Jersey City 
and is a guest in over eighty 


= Average daily cir 
percent of the Englishspeak- | avis tor nee 15,140 


ing households in the city. | March 31, 
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IIIT TITTY 


WLLL, LLU LF 


Issued monthly, a magazine for the farmer and his family (successor to THE WEST- 
ERN PLOWMAN), the only magazine of its kind published, will mak@its appear- 
ance June 1 1g0o. Every department will be edited by a specialist, and there will 
be something of interest for everybody to read. RURAL LIFE will carry out all 
advertising contracts for THE WESTERN PLOWMAN, and has absorbed the thirty- 
six thousand subscription list which belonged to that popular farm journal. You can- 
not cover the Western field thoroughly without using the columns of RURAL LIFE, 











SEND FOR 225 DEARBORN ST., } C 
ADVERTISING RATES. 25 QUINCY St., "| CHICA’ 30. | 
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COMFORT 


changes to 


A FLAT RATE 


of $5.00 an agate line for 
display advertising. 


Time Discounts are to be 
abolished Oct. 16, 1900. 


Save 20 per cent in price 
by placing a yearly con- 
tract before that date. 


W. H. CANNETT, 


INCORPORATED, 


Publisher, AUCUSTA, MAINE. 
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HERE are spheres of adver- 


S <i] tising as well as of politic- 

















al influence. The clearest 
defined are those of the daily papers. 
The publications of the 








Scripps-McRae League 





with their sworn-to daily circulations: 


The Cincinnati Post, 133,288 
The Cleveland Press, 93,096 
The St. Louis Chronicle, 54,050 
The Kansas City World, 24,348 
The Kentucky Post, 12,826 
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Are located at strategic points in 
the prosperous States of the Missis- 
sippi Valley. These dailies are read 


by all classes, but have peculiar in- 








fluence with the sturdy and numer- 
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ous middle class; the people who 
buy the bulk of the goods, and whose 
patronage is indispensable to the gen- 
eral advertiser. We give the best 
advertising value in these cities; the 
largest daily circulations in Cincin- 
nati and Cleveland; a larger circula- 
tion in St. Louis for the price 
charged than any other medium; the 
only evening paper covering the one- 
cent field in Kansas City; the only 
daily circulation in Covington, Ky. 
No Sunday editions. Live news 
on every page, and only eight pages. 


For further information, address 
F. J. CARLISLE, Advertising Manager, 


SCRIPPS-McRAE PRESS ASSOCIATION, 


53 Tribune Building, 116 Hartford Building, 
New York. Chicago. 
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By Chas. 


PITT 


BUSINESS MANAGEMENT. 


How to get the full value of advertising by rightly conducting the business, and how to 
make business more profitable by a judicious system of advertising. 


Subscribers are invited to ask questions, submit plans for criticism, or to give male views 
upon any subject discussed in this departum n°. 


F. Fones. 


Address Chas. F. Jones, care PRINTERS’ IN 








I very often hear retail mer- 
chants say about a certain line of 
goods, “I did not believe they 
would sell very well when I bought 
them; now my predictions have 
been fulfilled.” 

Have you ever thought that this 
was probably so only because you 
started in with the idea that the 
goods would not sell, and you did 
not make the proper efforts to push 
them; that you did not have confi- 
dence in the goods, and, there- 
fore, could not make a successful 
sale? 

It is the same way in any other 
branch of the retail business. If 
you have confidence in the plan, 
or in yourself, or in the goods, 
then your enthusiasm on the sub- 
ject will be much more apt to make 
it a success than if you go into it 
with a half-hearted feeling, which 
is more than half failure to begin 
with. 

If you feel, before you take hold 
of a matter, that you do not think 
it is going to be a success, then 
let it alone, because it is nine to 
one that it will be a failure unless 
you go into it with push and en- 
thusiasm. 

It is the same way in advertis- 
ing, if you feel that you are talk- 
ing about something in which you 
have confidence, and which you 
yourself believe to have merit and 
to deserve success, then you are 
much more likely to use the words 
and style which will be attractive 
and convincing to the readers. 

In dressing the window, even if 
you feel that these goods are not 
going to make a good display, and 
that they are not going to look 
well after they get into the win- 
dow, and “I don’t think the win- 
dow will do the house much good 
anyhow,” then, very likely, you 
will put them into their positions 
in such a way—in such a _ half- 
hearted, careless manner—that it 
will really be of very little use to 


yourself, and not very attractive 
to your customers. 
+ * * 


It is well, in writing advertise- 
ments, to always endeavor to have 
them read so as to not only sell 
the goods which you are adver- 
tising at the present moment, but 
also to give the reader as pleasing 
an opinion as possible of the gen- 
eral business of the firm. 

* * * 


I notice that there are a great 
many business houses all over the 
country who, for some reason, 
are chi anging their plan of doing 
business from a credit system to 
a cash system. Whether this is a 
beneficial thing or not depends 
a great deal upon the circum- 
stances which surround the par- 
ticular store making the change. 

I believe that a cash business, if 
it can be properly worked up, is 
always the most satisfactory, and 
that finally there will be a great 
many more exclusively cash’ stores 
than there are at present. Still 
it will be a very long time, if ever, 
before there are not some credit 
houses which do a good business 
and make a large profit. 

Perhaps my readers would like 
to have a few suggestions on how 
best to make the change which 
they have decided upon. If you 
have made up your mind that you 
must change your business from 
credit to exclusively cash, then I 
may be able to give you some 
points that will assist you in doing 
so. In the first place, if you are 
going to change from a credit to 
a’ cash system, make the change 
honestly and truthfully. Do not 
announce that you will hereafter 
be an exclusively cash house, and 
still carry a few favored customers 
On your books. This is not acting 
squarely with the great buying 
public, and those who find out that 
you are professing one thing and 
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doing another are not apt to have 
a h.gh opinion of your integrity 
in other matters. 

If it is simply your idea to limit 
your credits more than heretofore, 
then do not profess to be a cash 
house, but go about limiting your 
credits in the proper business way 
without making any false pre- 
tenses. 

It is not well to make the change 
from credit to cash without giv- 
ing your old credit customers 
warning. The better way would 
be to announce some thirty or 
sixty days beforehand that on 
such and such a date you intend to 
change your business from a credit 
to an exclusively cash one. This 
will give your old credit custom- 
ers long enough time to think 
about the matter, come to a con- 
clusion and make arrangements to 
pay you cash in the future if they 
care to continue to trade with 
you. You need not as yet say 
anything about prices being cheap- 
er for cash than they are at pres- 
ent. 

When the time comes for a 
change to be made, then in your 
advertisements you sltould give 
some practical reasons why you 
are making the change, and you 
must demonstrate to the people 
that it will really be to their ad- 

vantage to pay cash because they 
can buy the goods at lower prices, 
if it is your intention to get them 
at closer figures than youdid when 
you ran a credit store. 

If you wish to make this play 
upon the public, of selling lower 
in the future, then be sure that 
you actually do sell at a lower 
price, at least for a considerable 
time after you begin your new 
style of doing business. The prices 
on all the goods which you dis- 
play should be really lower and 
more reasonable than those which 
you displayed under the credit 
system. For instance, if you make 
a change from cash to credit on 
the first of August, on the last 
day of July or before that, see 
that your windows are dressed 
with seasonable goods and have 
them marked at the regular price 
under the credit system. On the 
first day of August, when your 
cash business begins, it will be 





well to have some one go over all 
the window cards and mark down 
every piece of goods in the win- 
dow, so as to show an actual 
lower.ng of prices everywhere. In 
your advertisements, for a time at 
least, you should quote goods 
which the public know to have 
been at a certain price and on 
which they can now see a practical 
reduction. 

Of course, after you change to 
the cash business, you will be very 
anxious to collect all your out- 
standing accounts; but do not be 
too exacting in requiring every 
one to pay immediately. If you 
have on your books a number of 
good customers whose cash trade 
you wish to gain hereafter in 
place of their credit trade, it might 
be well to be very lenient with 
them in settling the old account, 
telling them that your reason for 
doing so is to allow them to retain 
sufficient of their money to buy 
from you at present for cash. 
This, to some extent, would make 
matters more pleasant than if you 
shut off the account suddenly and 
demanded payment of what was 
due you Op it. It will be a hard 
matter to retain many of your old 
credit customers under the new 
system, unless you offer them 
some practical inducement for re- 
maining with you. If they are 
well-to-do people who can get an 
account at some other store, they 
will be very apt to wander away 
from you, unless you pay them 
particular attention. 

* * * 

A great many people complain 
that they cannot vary their adver 
tisements or make them attractive 
for any length of time without 
running out of ideas, andthus hav 
ing to repeat something that they 
have used before. 

If, however, one only keeps his 
eyes open and tries to apply every 
thing that he hears or sees in other 
lines, so that it will fit advertising. 
he will not have to complain of 
the lack of ideas, but rather of the 
fact that there are so many ideas 
that it is difficult to choose be- 
tween them. 

The person who makes an ex- 
clusive study of advertising, or 
even devotes a portion of each 
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day to thinking about it, ought to 
see in everyth.ng that happens, in 
every newspaper or book that he 
may read, a thousand and one 
different things which can_ be 
stored away in the brain or in a 
memorandum book for future use 
in advertising. 

So it is with any paper which 
you may read which contains ad- 
vertisements. Are there not in- 
numerable devices used in other 
lines of business which could be 
just as aptly applied to your own? 
The best advertisement writer is 
not always the one who originates 
the greatest number of new things 
in his own brain, but. is the one 
who can see the greatest number 
of good things in the work of 
others, and bring them out for 
himself in his own peculiar style. 

This looking over other people’s 
work with a view to catching 
something which they have for- 
gotten, or that they have failed to 
bring out very strongly, and ap- 
plying it to your OWn business 
with renewed force, is one of the 
secrets of having something new 
to say every time you appear in 
the newspapers. 

* * 

A retail firm has written me 
lately asking what amount of space 
in the newspapers I would advise 
them to use in advertising their 
business. 

I cannot give explicit directions 
to any one in this manner, as every 
business is subject to different con- 
ditions, and no amount of space 
could be stated for any particular 
store. 

There is one thing I can say, 
however—do not use more space 
than you can fill with fresh, crisp 
matter. Do not take space simply 
to be advertising; for if you have 
nothing new, or nothing that will 
be at all interesting to purchasers, 
you may as well stay out and save 
the money. A little, bright adver- 
tisement telling something in a 
clear, forcible manner is much 
better than a big dull one. 

It is not always the large space 
or the big type that you use that 
attracts attention, for the attention 
which you wish to get is not only 
the casual glance, but the interest- 
ed attention of some one who 


will read the advertisement and 
appreciate what it tells them. Of 
course, you want all the casual 
glances you Can get, as well as the 
reading ip full; but you will find 
that most of your trade will come 
from those who are attracted by 
the advertisement sufficiently to 
examine it more closely than the 
casual glance. 

Aga-n, it is not big, high-sound- 
ing words that are apt to impress 
themselves upon the reader. There 
is more force in clear, simple 
Anglo-Saxon than there is in high- 
sounding words with foreign pro- 
nunciations and meanings. 

4 * * 


No business can expect to build 
a valuable patronage by means of 
advertis. ng within a few days. 
Advertising is not a big thing that 
can usually be expected to explode 
like a shotguy immediately the 
trigger is pulled; but is more like 
the avalanche which begins in a 
small way at the top of the mount- 
ain, and accumulates in size and 
force as it slides down the sides. 

The first advertisement which 
any firm may place in a paper does 
not usually bring back enough re- 
turns to pay for the outlay upon 
it. It is the repetition of adver- 
tising which gradually builds up a 
healthy sentiment in the minds of 
people in favor of your store and 
your goods. 

The hardest lesson that apn ad- 
vertiser ever has to learn is that 
advertising increases in value the 
longer it is continued, and that 
one has to wait sometimes for a 
considerable while before he gets 
enough results from it to satisfy 
his expectations. 

Every advertisement used, if it 
is written in a proper manner and 
inserted in the proper medium, is 
bound to create animpressionupon 
some minds. If your advertise 
ment can present your business 
favorably to, say, five persons 
each time it appears, while it may 
not at first seem at all profitable 
(as the trade of five persons may 
not in any appreciable degree be- 
gin to pay for the expenditure of 
the first insertion), still the ac- 
cumulation of five new friends 
every time your announcement is 
inserted will by and by make quite 
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a host of friends who will be well 
disposed toward you. 

Thus an advertisement not only 
brings new friends to you, but it 
keeps the old friends in touch, 
and stimulates in themadesire to 
purchase from you; and the old 
and the new together are what will 
make the business finally a profit- 
able one. 

* * * 

Although the old proverb that 
‘The early bird catches the worm” 
has been nullified by the smart 
person who also suggests that it 
is the early bird that gets caught 
by the hawk, still in a business it 
is the early clerk who gets the 
most work done, and there is no 
way that I know of in which a 
clerk can suffer very much from 
being early at work, unless it be 
from loss of sleep; and the aver- 
age clerk is not apt to get any less 
sleep than he needs. 

here are a great many things 
that are necessary to be done in 
a retail store that can best be per- 
formed early in the morning, be- 
fore the customers begin to come 
in. For this reason, although I 
do not advocate that stores should 
open for business earlier than the 
usual hour, still it is well to in- 
sist that all the employees be very 
prompt in getting there at the ap- 
pointed time and immediately get 
to work. 

In some places an hour or more 
is wasted early in the morning by 
clerks standing around in different 
parts of the store, chatting and 
stretching themselves. f all em- 
ployees would immediately go to 
work when they arrive they would 
get all the dusting and assorting 
of stock done long before the cus- 
tomers put in their appearance. 
These early hours, say between 
eight or nine o'clock, will hold 
large amount of work, which, if 
put off until later in the day, 
would require much longer on ac- 
count of constant interruptions, 
and in many cases would be neg- 
lected altogether. 

Early work not only applies to 
the clerks who have charge of the 
stock, but to all the other depart- 
ments of the house as well. Busi- 
ness managers are often in the 
habit of not getting down to the 
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store until ten or eleven o'clock in 
the morning, when they would 
often find out a great many things 
that would be to their advantage 
to know if they would get down 
with the first clerks. There is 
often a great deal of carelessness 
shown carly in the morning be- 
fore the proprietor or manager 
comes in, and this could be cor- 
rected if there was some one in 
authority to watch for it. 

It is the same with bookkeepers ; 
they could do a great deal of 
work early in the morning, which 
would be out of the way and give 
them more time to attend to other 
business later on. 

Then there are some stores 
which do not give their employees 
an opportunity to get to work 
early, because they do not have 
the store cleaned up and prepared 
for business much before the time 
that customers are expected to 
arrive. A business house should 
always have its porters begin 
work very early! or even work 
during the night if necessary, in 
order to have everything clean 
and in ship shape, so that every 
one could go immediately to work 
when the opening bell strikes. 

There is one store in particular 
which the writer knows a great 
deal about, all of whose employees 
every day waste an hour or more 
simply because the porters do not 
begin to clean up till about seven 
o'clock, and consequently do not 
get through until half past eight 
or nine, the clerks having nothing 
to do but to stand around and 
wait from the time they arrive un- 
til the cleaning is over 

* ~ * 


It is many times a mistake toad 
vertise exclusively old goods which 
you are very anxious to get rid 
of. While you may advertise 
them in connection with your 
other goods, the main body of 
your advertisement may properly 
be devoted to new and fresh goods 
which you have just received, 
and which are really of such great 
merit as to sell rapidly. 

* * x 


cards which you use 
require a great 


The show 
in the windows 
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deal of attention in several re- 
pects. 

In the first place there isnothing 
which gives a store such a poor 
appearance as dirty or poorly made 
show cards. The expense of hav- 
ing good show cards well made 
and of changing them often 
enough to keep them fresh and 
clean is so little in comparison 
with the harm that untidy cards 
do, that there is no excuse for any 
firm not having the best. 

White cardboard for a window 
is to be preferred under most cir- 
cumstances. When colored cards 
are used care should be taken that 
the colors do not conflict with the 
colors of the goods on which they 
are placed. A lack of harmony 
in this respect will often spoil a 
very good window display. If 
colored cards are used only one 
color at a time is a great deal 
better than having several colors 
in the same window. 

Again, the cards may be varied 
by using differently colored inks 
on a white cardboard. This gives 
all the benefits of bright displays 
without necessitating the purchase 
of different colored cardboards. 

In making show cards taste 
should be displayed in the arrang- 


ing of the words and figures, if 


anything but the prices is on the 
card. It is better to have a white 
marg'n around the figures than to 
have the figures consume the whole 
of the space. This gives a much 
neater effect than when the whole 
card is filled. In the same way, 
the larger the wiadow card, the 
more white space around the edge 
may be used to make the cara at- 
tractive. But take care that you 
do not have the cards so large as to 
hide the goods on which they are 
displayed. You must remember 
that you are not making a display 
of window cards, but a display of 
goods. I have noticed several win- 
dows lately in which about the onky 
thing that could be seen at a dis- 
tance was an array of window 
cards. The goods seemed almost 
insignificant in their quantity in 
comparison with the signs. Too 


few window cards are even better 
than “too many, although this is 
an extreme which should be 


avoided, 
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In writing show cards for win- 
dows it is well to avoid technical 
terms, which are not familiar to 
the mass of people. In marking 
goods, in place of saying 4-4 when 
you mear 36 inches wide, call it 
a yard, and instead of 5-4 call it a 
yard and a quarter. These terms 
of 4-4 and 5-4 are known to a great 
many, but there are some persons 
who are not so well posted on the 
subject. 

Also, when you wish to mark 
the goods with some fancy tech- 
nical name, it is always well to 
place the common name on the 
card also, so that there will be no 
mistake in the minds of your cus- 
tomers as to just what you are sell- 
ing them. 

Again, in making prices on show 
cards, use catchy figures. By thats 
I mean prices which have the ap- 
pearance of being extraordinarily 
low. For instance, if goods sell reg- 
ularly at 7oc. per yard, you can 
mark them 69c. This gives them 
apparently, a much lower price 
than 7o. But, in using figures 
of this character. be careful that 
you do not cut the prices without 
doing yourself any particular good. 
For example : In selling a dress 
pattern of goods which is usually 
sold for $6.55, it does not make 
it sound cheaper to mark it $6.51, 
simply because you have not 
changed the first figures of the 
price, and many persons do not 
notice the small change in the 
last figures of a price which con- 
tains three figures, as this does. 
Even a change from $6.55 down 
to $6.49 does not appear cheaper, 
for the same reason. 

If you can arrange the price so 
as to change all the figures of it. 
or even the first figure, it gives it 
even a lower appearance than 
where a stil greater reduction is 
made without changing the first 
figure. 

To explain my idea: A piece 
of goods which usuallv sells for 
$7 looks much cheaper when 
marked $6.95, than a piece of goods 
which usually sold for $7.50 looks 
when marked down to $7.25, 
simply because the first figure of 
the price has been lowered, and 
many people go by the appear- 
ance of figures. 








It Makes Me Laugh! 


An ink circular headed “Going Down” recently fell 
into my hands, and every time I read it I am forced to 
laugh at its absurdity. It tells about the profits in all lines 
of business being decreased each year, and especially the 
printing business. This ink house admits that printers 
must be content nowadays with a small margin, but al- 
most in the same breath they are imploring them to pay 
high prices for their inks. In one of their advertisements, 
written, I presume, by the same alleged expert who wrote 
“Ink Thinks,” they state, “Of course, where we charge 
ten dollars for a ten-dollar ink, there are ink brokers who 
will come forward and offer to duplicate it for five dollars, 
or two dollars, or any price a customer thinks is right.” 
This assertion proves conclusively that it was uttered by a 
fellow who knows nothing about the business, as there is 
no ink on top of the earth that costs ten dollars, or is 
worth ten dollars, and the ink broker who offers to dupli- 
cate it for five dollars, or even two dollars, can well afford 
to do so and still make a profit. 

Of course, he cannot offer you his factory or his 
chemists, or tell you that it’s just as good as owning your 
own ink factory, but he will save you from fifty to eighty 
per cent in actual cash and give you the best inks in the 
world. Seventy thousand orders from over seven thousand 
concerns in less than seven years is the record of the ink 
broker who has been maligned by a jealous competitor. 

Send for my price list. When my goods are not 


found as represented I refund the money and pay all 


charges. Address 


PRINTERS INK JONSON, 


13 Spruce Street, New York. 
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Nineteen Insertions Gratis 





An advertisement contracted for to 
appear in Printers ‘nx for the year 
1901 will be inserted 


rE 


in all the remaining issues of 1900. 


Address 
PRINTERS’ INK, 


10 Spruce Street, - - - New Vork. 
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is the largest, most important and 
richest city in Wisconsin. It has 
a magnificent system of Street Rail- 
ways. They cover all parts of the 
city proper, the suburbs, resorts and 
also reach out to Racine and Ken- 
osha on the south and Waukesha 


on the west. 


THE NEW AND MODERN 
ELECTRIC CARS GIVE A 
CONSTANT AND UNAVOID- 
ABLE DISPLAY IN THEM. 

















You can cover Milwaukee and the 
other places effectively and cheaply 
by a card in all the cars. 

We control the advertising. 


GEO. KISSAM & CO. 


MATTHEWS BLDG., 3p STREET AND GRAND AVENUE, 


MILWAUWICELE. 





























